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larger scale. Then, the categories and the adjectives in them were investigated more closely to identify differences in the use of separate 
adjectives.  
 
The results of this study suggest that although these three different English speaking areas share a highly specialized discourse, there 
really are statistical differences in the way they use adjectives in their tourism brochures. Quantitatively, the British travel brochures seem 
to use a greater number of the adjectives which contribute most to the persuasion of the reader. The British brochures also have the 
most variability in these adjectives. This finding supports my previous impression that British travel brochures generally seem more 
appealing than others. Qualitative analysis showed that although the British travel brochures generally use more euphoria technique, the 
American brochures are more inclined to grandeur and they appeal more to the uniqueness of their tourist attractions. The results also 
strengthen the idea from previous studies that cultural differences can have a clear effect on specialized discourse like Tourism English.   
 
The findings of this study imply that the differences between the tourism discourse of different English speaking countries could be 
further investigated. The focus should especially be on comparing Finnish travel brochures with brochures from English speaking 
countries. Moreover, these results could be useful for a Finnish travel professional who is writing in English to attract foreign tourists. 
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tutkimalla kielenkäyttöä matkailualan diskurssissa. Matkailualalla on oma erikoistunut diskurssinsa, johon kuuluvat tietyt ominaisuudet ja 
konventiot. Tässä tutkimuksessa vertaillaan kolmen englanninkielisen alueen matkaesitteitä. Tavoitteena on selvittää löytyykö eri 
englanninkielisten alueiden matkailualan kielenkäytöstä eroja, vaikka ne jakavatkin yhteisen erikoistuneen diskurssin.  
 
Tutkimuksen lähtökohtana toimi mielikuva siitä, että toiset matkailuesitteet vaikuttavat selvästi mielenkiintoisemmilta ja 
houkuttelevammilta kuin toiset. Tämä ero vaikuttaa muodostuvan esitteiden tavasta käyttää adjektiiveja. Siitä syystä tämän tutkimuksen 
hypoteesina on, että amerikkalaisten, brittiläisten ja kanadalaisten matkailuesitteiden tavoissa käyttää adjektiiveja on eroja. Tämän lisäksi 
oletan, että amerikkalaiset ja kanadalaiset esitteet ovat lähimpänä toisiaan ja erot tulevat parhiten esille brittiläisiin esitteisiin verrattaessa. 
 
Tutkimuksen aineisto saatiin Joensuun yliopistossa vuonna 2004 kerätystä matkailualan korpuksesta. Aineistoon kuuluu yhteensä 101 
matkailuesitettä Yhdysvalloista, Kanadasta sekä Britteinsaarilta. Aineisto jaettiin aluiden mukaan kolmeen pienempää korpukseen ja 
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käytetty vähintään kymmenen kertaa ja vähintään kolmessa eri matkailuesitteessä. Tällä tavalla kunkin korpuksen lopulliseksi kooksi jäi 
noin 300-400 adjektiivia, joista yleisimmät esiintyivät esitteissä useita satoja kertoja. Vaikka adjektiivit jaettiin useampaan kategoriaan, 
tutkimuksen huomio keskittyi niihin, joilla on suurin rooli potentiaalisen asiakkaan houkuttelemisessa. Tutkimuksen tuloksia analysoitiin 
sekä kvantiatiivisesta että kvalitatiivisesta näkökulmasta. Ensiksi eri alueiden matkailuesitteiden eroja tarkasteltiin suuremmassa 
mittakaavassa, sen jälkeen tutkittiin jokaista kategoriaa yksitellen ja lopuksi vertailtiin yksittäisten adjektiivien esiintymistä ja käyttöä.  
 
Tutkimuksen tuloksista ilmenee, että näiden kolmen englanninkielisen alueen matkailuesitteiden tavoissa käyttää adjektiiveja on 
tilastollisesti merkittäviä eroja. Kvantitatiivinen analyysi paljastaa, että brittiläiset esitteet vaikuttaisivat käyttävän enemmän ja 
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tutkimusta edeltänyttä mielikuvaa siitä, että brittiläiset matkailuesitteet vaikuttavat yleisesti houkuttelevammilta kuin monet muut. 
Tulosten kvalitatiivinen analyysi puolestaan nosti esiin sen, että vaikka brittiläiset matkailuesitteet käyttävät enemmän euforiatekniikkaa 
kuin amerikkalaiset, jotka puolestaan yrittävät vedota enemmän kohteidensa erinomaisuuteen ja ainutlaatuisuuteen. Adjektiivien 
laadullinen analyysi vahvistaa myös aiempien tutkimusten näkemystä siitä, että samaa kieltä puhuvien alueiden välillä voi esiintyä selkeitä 
kulttuurisia eroja, vaikka kyseessä olisi matkailualan tavoin erikoistunut diskurssi.  
 
Tämän tutkimuksen tulokset rohkaisevat jatkamaan englanninkielisten matkailuesitteiden erojen tutkimista. Erityistä huomiota pitäisi 
kiinnittää suomalaisten englanniksi kirjoitettujen esitteiden kieleen ja verrata niitä esimerkiksi brittiläisiin tai amerikkalaisiin esitteisiin. 
Tämä voisi auttaa englanniksi kirjoittavaa suomalaista matkailuyrittäjää sekä ymmärtämään että tavoittamaan ulkomaalaisia turisteja 
entistä paremmin.   
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1. INTRODUCTION   
 
Karhunen (2006) noted that her research on the adjectives of Finnish and British travel 
brochures began with a comment from native English speakers that Finnish brochures written 
in English usually seem more boring to read and less attractive than the British ones. I have 
made the same remark, but instead of comparing Finnish and British brochures, I have 
pondered whether brochures written by native English speakers in different countries have 
such differences. I believe the effect is largely realized by varied and imaginative use of 
adjectives.  
 
The objective of this research is to compare the use of adjectives in American, Canadian and 
British travel brochures, all written in English. This is a corpus-based study based upon a 
complication of a total of 101 brochures (27 American, 36 Canadian and 38 British). I will 
study the brochures’ adjectives and examine whether they are used in different contexts or 
with different linguistic techniques in these three English speaking areas.  
 
My primary hypothesis is that although Tourism English has certain universal features, there 
will also be identifiable linguistic differences in the English used by the tourism industry of 
different countries. Furthermore, in addition to any differences in their adjective use, I am 
also interested to see whether there will be cultural differences even though they all use the 
same, highly specialized, tourism discourse. Although there might not be a major difference 
in the total number of adjectives in different brochures, I believe there is a difference in 
adjective diversity. In this way some brochures can create a more intriguing or interesting 
image of the target location than others.  
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I will begin this study by defining tourism marketing and the role of travel brochures in it in 
chapter two. Chapter three will, first, define Tourism English as a concept and a group of 
linguistic techniques frequently used in tourism discourse that are important for my study and, 
secondly, introduce a number of previous studies on travel brochures and adjective use in 
tourism discourse. Chapter four explains the methodology used and chapter five contains the 
results and discussion. Finally, chapter six is the conclusion. 
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2. TOURISM MARKETING 
 
In this chapter I will explain what marketing means for tourism and how different authors 
have defined it. I will also illustrate the importance of promotion in tourism marketing and the 
role of brochures in it. 
 
2.1 Defining marketing in tourism 
 
Marketing is an enormous field in business and especially in tourism. There are numerous 
studies, books and guides written about marketing. While the abundance of material is an 
obvious strength to anyone starting their own business or only interested in marketing, it can 
also be a weakness. This is because these different studies, books and guides lead to a 
plethora of definitions and opinions on what marketing actually means and consists of. One, 
purely business-oriented, definition from Kotler, Armstrong, Wong and Saunders (2008: 7) 
describes marketing as “the process by which companies create value for customers and build 
strong customer relationships in order to capture value from customers in return”. This is 
certainly a multi-dimensional definition and is further explained by Kotler, Bowen and 
Makens (2010: 8) in their book for tourism and hospitality marketing as comprising four 
fundamental elements: product, place, price and promotion, i.e., the four-P framework.  
 
Because this is an enormous field and I am only interested in brochures in this study, I will 
only examine the details of the last P, promotion. Although this four-P framework is at the 
heart of most of the tourism marketing textbooks, they offer almost as many explanations of 
these four categories as there are authors. Dann (1996), for example, lists two models for 
promotion from the 1980s in which brochures are slightly differently classified in both. 
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Firstly, Hall (1984, cited in Dann 1996: 136) differentiates brochures from advertising by 
placing them under sales literature. However, Hall still judges sales literature to “be the most 
important promotional device since it has the greatest factual content and focuses on the 
unique attractions of the destination (i.e. those which distinguish it from its competitors)”. 
Secondly, Coltman (1989 cited in Dann, 1996: 137) equates advertising with sales promotion 
and classifies brochures as direct advertising. Despite their differences, Dann notes that both 
models 
 
emphasize that a given destination possesses a number of attributes for 
which demand can be stimulated. These qualities are brought to the 
attention of a targeted public and attempts are made to persuade it that 
the comparative advantages of the destination are sufficient to 
encourage a temporary relocation from the home environment. (Dann 
1996: 137) 
 
 
This means that in both models tourism promotion is supply driven and brochures play a 
major role in this.  
 
Another, modernized, model which explains promotion and brochures is from Kotler, Bowen 
and Makens (2010: 396-403). They, as well as many other contemporary researchers, 
underline the importance of a customer-oriented marketing and business philosophy. They 
classify brochures as publications and place them under the public relations process, or PR. 
They see PR, and thus also brochures, as being important and in “an explosive growth stage” 
(ibid.: 396). They explain this by companies’ realization that “mass marketing is no longer the 
answer to some of their communication needs. Advertising costs continue to rise while 
audience reach continues to decline … in this environment, public relations holds the promise 
of a cost-effective promotional tool” (ibid.) This shows that despite brochures’, electronic or 
paper, small share of recent studies, they can still hold a major role in tourism marketing.  
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2.2 Promotion in tourism marketing 
 
Although in many other industries the distribution or the sales of the product might be the 
most important part of marketing, in the tourism industry the promotion of the product, i.e. 
the holiday, is at least as important, maybe even more so. As Morgan and Pritchard (2000: 10) 
say, in tourism, “there is nothing tangible for the customer to examine beforehand or take 
away afterwards”. Also, the way a customer feels about the actual holiday is variable and 
dependent on the customer’s individual experiences. It is impossible to test-drive a holiday 
beforehand. This is why advertising is more important in tourism than in many other 
industries. According to Morgan and Pritchard (ibid.), “the customer buys a holiday purely on 
the basis of symbolic expectations established promotionally through words, pictures, sounds 
and so forth”. They then continue by stating that “it has often been said that tourism 
marketing is about the selling of dreams and that tourism itself is about illusion or about the 
creation of ‘atmosphere’” (Morgan & Pritchard (ibid.).  
 
Although brochures are described as the selling of dreams or illusion, the tour operators have 
to be extremely careful not to give any incorrect information. As Holloway and Robinson 
(1995: 162) put it: “because it sets out the principal’s promise there is an absolute need to 
ensure that the description of the product in the brochure is completely accurate”. Nowadays, 
giving inaccurate information is a criminal act which may result in prosecution and 
punishment, whereas before it was considered only a minor misdemeanor. There are 
legislations such as the Trade Descriptions Act (1968), the Unfair Contract Terms Act (1977), 
the Consumer Protection Act (1987) and many more, including several directives from the 
European Union, which ensure that the brochures are up-to-date and authentic. These 
regulations help customers feel safer when doing business with tour operators and travel 
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agencies, but at the same time the regulations create more trouble for the operators when they 
have to make sure that their brochures are lawful. One negative side effect from these laws is 
that they make the travel literature “less interesting and flamboyant, and more coldly factual – 
and sadly, less helpful, as operators seek to avoid illustrative prose to describe a facility that 
may conceivably not be available or where different interpretation is possible” (Holloway and 
Robinson 1995: 163). Because of these laws and regulations, the competition in the travel 
industry is tough and tour operators must somehow try to make their brochures stand out from 
a crowd of others. One way of doing this is by using as descriptive language as possible 
without giving false information and using colorful adjectives provide effective means for 
that. 
 
2.3 The importance of brochures in advertising 
 
Although advertising can be realized in various ways, in this study I am concentrating only on 
brochures and there are two major reasons for this. Firstly, available access to the Wilkinson 
tourism corpus which enables me to conduct this study in the first place and, more 
importantly, the dominance of brochures in the field of travel marketing has been widely 
accepted for the last few decades. This view becomes evident from the texts of several 
researchers. For instance, according to Holloway and Robinson (1995: 162) “the travel 
brochure is probably the most important single item in the planning of tourist marketing”. 
Furthermore, according to Morgan and Pritchard (2000: 65) “the most popular medium used 
by travel and tourism advertisers is undoubtedly the travel brochure.” Middleton (2001: 272) 
also strengthens this notion by saying that “the design, distribution and large volume use of 
printed items has been and remains a major distinguishing feature of travel marketing”. 
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With the continually increasing influence of the Internet, many tour operators have converted 
their paper brochures also into electronic form. Some people have even speculated that 
because of the Internet the old-fashioned paper brochures will become obsolete. Middleton, 
however, asserts that  
 
while ICT
1
 options will certainly shift the balance markedly from print 
to electronic access, we do not believe it will remove the marketing 
role of collateral material substantially for most tourism businesses 
over the next decade. Printed materials and electronic information will 
coexist and be mutually reinforcing. (ibid.) 
 
 
It is important to note, however, that this assessment by Middleton is ten years old and the 
tourism industry has become even more heavily reliant on the Internet than was possible ten 
years ago. As a significant portion of holidays is nowadays bought online from a home 
computer, the information must reach the potential customer even without a visit to the travel 
agency. In recent tourism research, electronic marketing such as the design and effectiveness 
of websites has been an emerging area and, for example, the review of 223 marketing-focused 
articles published in 2002-2003 in eight tourism and hospitality journals (Oh, Shin and Kim, 
2004: 4-5) revealed that 7.2 percent of the articles investigate electronic marketing and 
distribution. The study reveals, however, that the majority of these electronic marketing 
studies concentrated on “understanding how to elicit favorable product/service perceptions 
and generate actual sales transactions via change of Website features” (ibid.: 13) instead of 
the electronic form of advertising. It seems that even though brochures are often converted to 
electronic form, their use and effectiveness has not been deemed interesting or useful enough 
to study. This might be because brochures even in electronic form may be, to some extent, 
seen by the researchers as a relic from the time before the Internet. As consumer behavior has 
                                                          
1
 Information and Communication Technologies 
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been a major area in tourism research (Oh, Shin and Kim, 2004) it would be interesting to see 
a study focusing mainly on how many tourists nowadays read printed or electronic brochures 
or do they concentrate on completely different aspects on the tourism websites they visit. 
Although it clearly is not as studied as other aspects of electronic marketing, at least the 
tourism industry still seems to hold brochures fairly important because, for example, all major 
cities in Finland seem to offer their brochures in English and various other languages on their 
websites.  
 
One reason why the tourism industry has held on to brochures even after electronic mediums 
have taken over much of the tourism marketing might be illustrated by Morgan’s note (1996: 
259) which says that “the aim of much travel advertising is to persuade the customer to get 
the brochure; it is the brochure that actually sells the product … for many small tourist 
attractions, the leaflet is a more effective means of communication than media advertising.” 
Moreover, to understand better why brochures, or ‘information materials’, are so important in 
travel marketing, Middleton (2001: 276) highlights four characteristics of travel and tourism 
products: 
 
Firstly, “information materials are used as product substitutes” (ibid). This means the same 
thing that was mentioned earlier, that the product cannot be inspected or assessed directly at 
points of sale away from the place of production. The customer cannot physically examine the 
product at the time of purchase, therefore the tour operators must have something more 
concrete to show for the customer than just words. 
 
Secondly, “information materials provide reassurance and a tangible focus for expectations” 
(ibid). This relates to the first point that there is no physical evidence of the product at the 
9 
 
time of sale. Therefore, the customer can keep the brochure as a token of the purchased 
product and he or she can read the brochure whenever they want to be reminded of their 
investment. 
 
Thirdly, “there is a powerful incentive to distribute information materials that reduce 
customer contact time” (ibid). When buying expensive products, customers want as much 
information on the product as possible, especially if they have multiple choices to consider, 
and brochures are designed to satisfy this customer’s desire for knowledge as well as possible. 
This way a tour operator’s employees are able to work more effectively by serving more 
customers as the brochures have already answered most of their questions. 
 
Finally, “Information materials serve both facilitation and sales promotion and merchandising 
roles” (ibid). The brochures serve many roles in the process of selling a product to the 
customer. At the same time, the brochures advertise the product, give additional information 
to help choose from multiple choices and also inform the customer of all available services at 
the location to maximize the potential expenditure.  
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3. TOURISM ENGLISH 
 
In this chapter I will, firstly, explain the concept of Tourism English in general. Secondly, I 
will introduce a number of techniques that are generally associated with tourism discourse 
and I will concentrate on those that can be used with adjectives. Finally, I will present a 
number of previous studies that are of importance to my own. I will focus on studies on 
tourist brochures in general and, especially, on research concerning adjective use in them.  
 
3.1 What is Tourism English? 
 
Unlike Business English or Marketing English, Tourism English is a much less studied 
subject and Lam (2007) summarizes the current state of Tourism English research well in his 
own study. First, he defines Tourism English as “a special register of English that is different 
from general English and that serves some specific purposes” (2007: 72). He continues with 
the notion that “despite the fact that tourism is one of the largest and most popular industries 
in the world, the language used in it has barely been linguistically and pedagogically 
researched” (ibid.). This is a disconcerting idea because Dann (1996: 2) already pointed out 
over ten years earlier that “no one has comprehensively analyzed this phenomenon in its own 
right” and that “none has so far systematically examined tourism as a language per se”. Lam 
(2007: 72) continues his introduction by listing several guides to English speaking readers 
about Tourism English but remarks that “authors of these books provide guidance based only 
on their own experience and intuition, without providing sufficient empirical evidence to 
substantiate their suggestions”.  
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Although Lam concentrates in his study on the pedagogical aspects and ESP, i.e. English for 
Special Purposes, which are not directly linked to my study, he does gather interesting data on 
Tourism English in general. He compiled a corpus of about two million words covering the 
main registers of tourism industry texts: travel guides, tourist information, travelogues and 
tourism promotion texts (2007: 74) which are closely related to brochures and, I assume, the 
corpus even included a number of them. Lam compared his tourism corpus to Brown Corpus 
which is a general English corpus. His findings concurred with earlier observations that 
“epithets and superlatives are not only ubiquitous in tourist pamphlets but also in other 
tourism texts; travel text writers seem to be loaded with all those epithets” (2007: 87).   
 
Another corpus study was conducted by Kang and Yu (2011) where they gathered a sizable 
amount of tourism material from the official tourism websites of Britain and U.S. They also 
compared their own tourism corpus (TEC) to a corpus of general British English (FLOB) like 
Lam in 2007. Kang and Yu (2011: 132-135) divided their findings into five categories: word 
length, lexical density, distribution of content words, keyword analysis and sentence length. 
The most interesting and relevant results that affect my study were found from the distribution 
of content words and from keyword analysis. First, Kang and Yu confirmed the previous 
presumption that Tourism English normally include more adjectives than general English and 
noted that “TEC has adopted a great number of adjectives, especially the ones with positive 
and cheerful meanings, to sketch the wonderland. The higher percentage of adjectives makes 
the famous site more romantic, fascinating and yearning” (ibid.: 134). Then, they further 
analyzed the adjectives found in TEC and, finally, concluded that  
 
These adjectives are descriptive and agreeable, possessing 
commendatory meanings with positive emotion instead of derogatory 
meaning with negative emotion. Obviously, tourist text aims not only 
to highlight the distinguishing features of attractions but also to arouse 
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the aesthetic interest of tourists. The colorful, vivid and fascinating 
introductions and descriptions tend to impress and attract more 
potential tourists to visit. Moreover, large amounts of adjectives could 
give special emphasis to the positive and enthusiasm emotion, 
especially the general superlative adjectives which convey strong 
positive emotions, such as the words largest and other adjectives with 
the aid of the adverb of most. (ibid.) 
 
 
These studies among others enable us to assert that tourism really does have its own linguistic 
features. Dann (1996: 249) even dares to say that “indeed, so pervasive and essential is the 
language of tourism that, without it, tourism itself would surely cease to exist”. Therefore, in 
this study, I will not compare the English in brochures to general English. Instead, I will 
compare the language of brochures from three different English speaking countries to each 
other to learn whether there are differences between them.  
 
3.2 Linguistic techniques used in Tourism English 
 
Although there is a plethora of different techniques that are generally used in tourism 
discourse, this section will present only a few of them that are most closely associated with 
the use of adjectives. These techniques are introduced because they will be frequently referred 
to later in the results and discussion section. 
 
3.2.1 Euphoria technique 
 
This is perhaps the most obvious technique used in tourism discourse and it is especially 
noticeable in brochures where the advertiser needs to manage with as few words as possible. 
This is why the advertiser must paint as forceful and impressive a picture of the destination as 
they can. Dann (1996: 65) notes that “the language of tourism tends to speak only in positive 
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and glowing terms of the services and attractions it seeks to promote”. Furthermore, Febas 
Borra (1978 cited in Dann 1996: 65) remarks that “we never come across what is average or 
normal. The discourse of tourism is a form of extreme language”.  
 
The euphoria technique does not refer only to text and words but it is used with visual 
language as well. The pictures that are associated with the destination or attraction portray 
only the positive aspects and try to diminish or even omit the negative features. Holiday is 
supposed to be problem free or, as Dann (1996: 65) puts it, even “a solution to the customary 
problems at home” so the emphasis is on the positive and exotic perspectives. Cappelli (2006: 
92) notes that the language is highly emphatic and rich in very positive evaluative terms such 
as great, awesome but it is also rich in reference to positive quantities such as much, more.  
 
In my study, I will not be looking at the pictures in the brochures, but language euphoria will 
still play an important part because adjectives are the primary instrument for creating a 
positive and glowing environment through the text.  
 
3.2.2 Key words 
 
Using key words is another tourism discourse technique which will occur multiple times 
when investigating the use of adjectives. Simply put, using key words means choosing certain 
words that might have a special meaning for the reader for maximum effectiveness. By using 
certain, often short, clear and current words, the advertisers not only get the attention of the 
potential customer but they can also be more persuasive. When identifying the optimal key 
words the advertiser needs to remember that “the rhetoric of advertising is at its most 
persuasive when images and symbols it employs are drawn from the shared language of the 
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audience and advertiser, and moulded by the latter to suit the needs of the informer” (Dann 
1996: 174). Moreover, Hanefors and Larsson (1993 cited in Dann 1996: 174) noted when 
studying travel videos of a large Swedish tour operator that “the key words are not so much 
those which refer to the attributes of the destination, but rather those which correspond to the 
requirements of the potential tourist”. This is why tourism brochures are full of key words 
such as away, discovery, escape, dream etc. With regards to adjectives, the popular key words 
include, for example, free, romantic and secluded. In my study, I expect to find differences in 
the way the American, British and Canadian brochures use key words because they advertise 
slightly different attractions. For example, Canadian tourism is generally more inclined 
towards nature than British tourism.  
 
3.2.3 Ego-targeting 
 
The next technique I will introduce, i.e. ego-targeting, is closely connected with the use of 
key words. In a sense, it is an extension of choosing certain key words because the advertiser 
does not only choose words which correspond to the requirements of the potential tourism but 
words which also target the individual in a way that makes them feel unique and chosen. 
Hence, the technique is called ego-targeting.  
 
The most traditional sense of ego-targeting refers to the way advertisers reach out to the 
reader with phrases using the word you. For example, advertisers may use expressions such as 
‘have you ever…’, ‘are you...’ or ‘why don’t you…’ to appeal directly to the reader and make 
them feel like they are they are somehow special. In tourism discourse this kind of targeting is 
used continually.   
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In this study, ego-targeting cannot be observed so straightforwardly because I will be looking 
at adjectives instead of phrases using the word you. However, ego-targeting can emerge from 
the data via the use of certain adjectives which appeal to the reader as an individual looking 
for something special that is just for them. Examples of adjectives like these are unique, 
private and own. They create the illusion of a customized holiday made just for you. In 
addition, ego-targeting is not only used to appeal to the reader with key words like these, it 
could also be argued that the brochure makes the individual feel as though they were missing 
out on something.  
 
3.2.4 Semantic prosody 
 
Semantic prosody is not a linguistic technique used in tourism discourse as the other concepts 
presented in this section are but, nevertheless, it is something that must be addressed when 
investigating tourism advertisement. Semantic prosody means that some words have either 
favorable or unfavorable connotations because they are often associated with certain other 
words or events. Partington (1998: 66-67) provides an example, the word commit, which is 
usually found in collocation with crimes or other negative aspects. He gives the phrase set in 
as another example which is habitually associated with unpleasant events (Partington 1998: 
67). Examples 1-4 illustrate the use of these items:  
 
(1) …of those who drink alcohol do not commit offences or violence thereafter 
(2) …with intent to commit serious crime. 
(3) … before illness set in. 
(4) When did the rot set in? 
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Partington concludes that the result of this is that the use of items like commit or set in “is 
enough, in itself, to signal that some undesirable event is being described” (Partington 1998: 
67).   
 
Because semantic prosody is something that tourism professionals must to be aware of when 
writing advertisements, I am confident it will emerge in my study. Not only the advertisers 
have to know how to avoid certain connotations but they can also use this to their advantage. 
When an advertiser has some problematic aspect they cannot leave out and which might 
actually be considered negative, they can try to avoid it or even make it positive by pairing it 
with some other, positive, word. For example, the word small might easily be seen as negative 
but, understanding semantic prosodies, the writer can construct the message so that the final 
outcome is positive. A case in point is the following example: 
 
(5) This unique beach is small but private. 
 
As the example 5 shows, the understanding of connotations and semantic prosodies is vital for 
any tourism writer to advertise truthfully while keeping it positive and intriguing. Therefore, I 
am interested in this study to see whether American, British and Canadian writers use 
seemingly negative adjectives in their brochures and, if they do, how they combine them with 
other adjectives.   
 
3.2.5 Collocations and clichés 
 
The final technique I want to highlight is the use of collocations and, to be precise, the use of 
clichés. Dann (2001: 9) portrays cliché as “an indispensable linguistic device”. In Tourism 
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English, certain collocations and clichés are used to create a sense of safety for the potential 
customer and to satisfy their expectations. Some words are continuously paired with certain 
concepts and others used in precise contexts so it is easier for the reader to identify with the 
advertised attractions. For instance, adjectives that occur with certain clichés are hefty and 
vibrant. Hefty refers almost always to food whereas vibrant refers to a city or a town. 
Examples 6 and 7 demonstrate this: 
 
(6) The hotel offers a hefty English breakfast. 
(7) This vibrant city is full of activities.  
 
In addition to clichés, collocations can influence the meaning of a word when they refer to a 
certain other words. For example, word warm can have its literal meaning or it can mean 
friendly. Examples 8 and 9 illustrate this: 
 
(8) …where you can enjoy the warm weather by the pool. 
(9) Locals offer tourists a warm welcome. 
 
In this study, I will undoubtedly confront several clichés but I am curious to see if I will 
encounter some clichés or collocations that might be used in one or two of the three major 
English variants but not in the others.  
 
3.3 Previous studies on tourist brochures in general 
 
Because Tourism English has not been studied for a long period of time, the studies have 
usually been rather general instead of focusing on some details related to language or tourism 
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material. Also, many Finnish studies seem to concentrate on translating brochures from one 
language to another and, therefore, usually do not offer much information on the differences 
between brochures written in the same language. However, there are some studies which 
provide us with useful knowledge on brochures and adjectives.  
 
The first study that is closely related to my own is by Mäenpää (2007) called From Castles to 
Wilderness: Keywords creating destination images of the British Isles and Canada. She uses 
the same corpus as I do, but she compares only the British and Canadian brochures, whereas I 
will use brochures from the United States as well. Her study also differentiates from mine by 
focusing on the nouns in the texts instead of adjectives. Moreover, her study ”examines 
specific sets of keywords that emerge from the tourist brochures of the British Isles and 
Canada in accordance with the KeyWords function in WordSmith Tools” (Mäenpää 2007: 2) 
 
Her study concentrates on destination image formation and, more specifically, on personal vs. 
external factors. She organizes the keywords in four categories: attractions, accommodations, 
facilities and transport. She then conducts a thematic analysis of these keywords and their 
categories to find out how the British and Canadian destination image formation differs from 
one another.  
 
Firstly, her findings of the British keywords ”reveal a destination which particularly revolves 
around rich cultural attractions, which clearly emphasise the significance of the destinations’ 
long roots in history” (ibid.: 78) Secondly, she concludes that ”Canada, on the basis of the 
keywords, could be described as a destination of adventure and wilderness. Scenery is the 
backbone of the destination affected by seasonal changes, which are highlighted and taken 
advantage of in the images created.” (ibid.: 79) 
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Although one could argue that one would not have to conduct a full-scale study to reveal 
these findings, i.e. that the British tourist attractions revolve more around cultural aspects and 
the Canadian around nature, this is not the reason I am presenting Mäenpää’s study. The most 
important finding in her study for me is the fact that the brochures demonstrated clear 
linguistic differences in their image formation. Consequently, this bodes well for my own 
hopes to find differences in American, Canadian and British brochures when studying 
adjectives in particular. 
 
Another useful Master’s thesis for my research was written by Sippola (2004). She compares 
Finnish brochures written in English with British ones and the object of her study is directive 
expressions, mostly in the form of imperatives and you constructions. Although her research 
does not directly relate to adjectives, the idea behind her study was similar to mine. Her 
starting point was that British brochures seem usually more appealing than Finnish brochures 
which would support my hypothesis that there are differences in the way brochures are 
written in different countries. Moreover, her results show that an average British brochure 
contains up to three times more imperatives than an average Finnish brochure. Also, more you 
constructions were included in the British brochures, although the difference was not as 
significant as with imperatives. Thus, her results encourage the hypothesis underlying my 
own study. 
 
3.4 Previous work on adjectives tourism discourse 
 
The first study that I want to present is a Master’s thesis by Karhunen (2006) because it 
specifically examines the usage of adjectives and it is closely related to my own study. In it 
Karhunen examined fifteen travel brochures, five brochures each from Finland, Britain and 
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Canada. She takes a thousand-word extract from the beginning of each brochure and selects 
all adjectives from them. She then divides the adjectives into ten categories according to a 
semantic classification by Downing and Locke (2002) and uses these to compare the Finnish, 
British and Canadian brochures.  
 
Although Karhunen studies the difference between brochures that are all written in English, 
one has to be aware that the Finnish brochures in English are usually translated versions of 
brochures written originally in Finnish and, moreover, the translators are rarely native English 
speakers. For this reason, the results cannot be directly compared to a study where the 
brochures are all written by native speakers. However, the reason why I am referring to 
Karhunen’s research in this study is because we are looking for similar results, I am also 
using a similar methodology only slightly modified to serve my study better. I have modified 
it because her study did not show any major differences in the general use of adjectives in 
British and Finnish brochures. She concluded that if there is a notable difference in the styles 
of Finnish and British brochures, it is not in the use of adjectives. Although she had a valid 
reason for arriving at this conclusion after conducting her research, I do not completely agree. 
This is why I have chosen a slightly different approach for my study. 
 
What I find unsatisfactory about Karhunen’s methodology is her choice of criteria for 
classifying the adjectives she compared in the brochures. What I mean by this is that she took 
all the adjectives from the texts even though many of these do not contribute to the 
“persuading, luring, wooing and seducing” (Dann 1996: 2) of the reader and potential 
customer. Karhunen used a semantic categorization by Downing and Locke (2002) which 
divides the adjectives into different groups according to the major types of attributes the 
adjectives express. These attributes included: 
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(1) A spatial feature: Oriental2 sculpture 
(2) A temporal feature: medieval history 
(3) An attribute related to a field of activity: a medical analysis 
(4) Restriction or specification: the main road 
(5) A sub-class of the noun referent: cultural activities 
 
These groups represented roughly a third of all adjectives in Karhunen’s study and the 
majority of adjectives in these groups function as informational content rather than trying to 
affect the reader, which is more important for my purpose. Focusing on the descriptive or 
qualifying adjectives without including classifying adjectives would have arrived at a more 
applicable result. Therefore, I argue that the categorization used by Karhunen is not the most 
effective one for studying the potential influence adjectives might have on making a brochure 
seem more intriguing.  
 
Another relevant study for my work is by Pierini (2009). She also studied the use of 
adjectives in Tourism English, although she focused only on British advertising. The starting 
points for our studies were similar because she notes that in tourism discourse 
 
“two basic strategies are adopted: the use of a vocabulary often 
emphatic and highly evaluative, extolling the positive features of the 
product/service offered (Dann 1996: 65; Gotti 2006: 26-28); the 
appeal to the receivers’ emotions trying to motivate them to action 
(the purchase) (Janoschka 2004: 146-150).” (Pierini 2009: 98)  
 
 
                                                          
2
 “Adjective oriental is generally used for referring to East-Asian countries and thus it expresses a spatial 
feature.” (Karhunen 2006: 51) 
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In addition to the similar starting point, her study is also corpus-based. She compiled a small 
corpus amounting to 196,400 words from British hotel websites including only 3- and 4-star 
hotels. Despite other similarities, her study concentrates only on the use of Tourism English 
by British writers whereas my study aims to compare the language of three major English 
speaking areas. However, her study is useful for me because she identifies several of the 
techniques discussed previously in section 3.2 that the writers use to advertise their hotels and 
attractions. She notes that especially the use of keywords, as well as euphoria and ego-
targeting techniques, were evident in the language of the British hotel websites. I will also 
expect to find ample examples of these in my study. In addition, Pierini focuses on lexico-
semantic, grammatical and pragmatic aspects of the websites’ English language but, for my 
study, I am mostly interested in her observations on the lexico-semantic aspects of her study 
as well as her methodology. 
 
For her methodology, Pierini uses a similar approach to mine except that she categorizes her 
adjectives differently. Also, she analyzes only a handful of the most used adjectives in the 
websites, whereas I will examine a greater number of them. For the categorization, she 
divides the adjectives into 16 different semantic categories
3
 which she has created on her 
own. The problem with using so many categories is that some of the categories overlap rather 
easily. For example, the word perfect could be placed either in the group labeled ‘aesthetic 
appreciation’ or ‘extraordinariness’. However, this problem is unavoidable with this kind of 
study and although I will have a much smaller number of semantic categories, I will definitely 
encounter the same dilemma with certain words when categorizing my own adjectives. 
Therefore, Pierini (2009: 104) remarks that “both creating the categories themselves and 
                                                          
3
 Availability, quantity, size, space, time, money saving, exclusiveness, tradition, newness, authenticity, 
internationality, popularity, wellness, emotional impact, aesthetic appreciation and extraordinariness. 
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placing individual adjectives in them are to some extent subjective processes; in particular, 
some need to be explained”.  
 
When examining the adjectives, she notes that even though the language is written by a 
tourism professional, its intention is to reach out to a wide audience of non-specialists (Pierini 
2009: 98). Therefore, the language tends to be similar to standard, unspecialized, language, as 
has already been suggested. Because Pierini investigates only a group of British websites she 
does not have anything to compare the results with. Consequently, she can only acknowledge 
the adjectives’ existence but cannot go any further. This is why I will investigate the language 
of three different groups. Instead of only categorizing the words, I am interested in 
discovering whether there are noticeable differences in the use of adjectives in Tourism 
English in the American, British and Canadian brochures and I am hopeful that comparing 
them will highlight those differences easier than examining each group independently.  
 
The next study on adjective usage in tourism brochures I want to mention was by Manca 
(2008). She compares the use of qualifying adjectives in the brochures and pamphlets of 
British farmhouse tourism and Italian equivalent called ‘agriturismi’. Her study concentrates 
on two theoretical frameworks: Sinclair’s (1991 cited in Manca 2008: 370) theory on 
collocation and Hall’s (1976, 1989 cited in Manca 2008: 371) theory of high vs. low context 
cultures. In short, these two theoretical frameworks both emphasize the importance culture 
has on producing and understanding language. However, I will not go into the details of these 
two frameworks as they are not relevant to my study. What is relevant in her study are her 
findings that demonstrate how the British and Italian texts use distinctively different styles to 
convey their message because they are primarily aimed at different cultures. In her study, the 
British texts were “rather content-oriented” (Manca 2008: 382) and attract visitors “by giving 
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detailed and explicit descriptions of what a holiday in their farmhouse can offer” (ibid.). The 
Italian texts, on the other hand, were more form-oriented and “what counts more appears to be 
what remains unsaid, implicit or mutually shared” (ibid.). She concluded her study with the 
notion that  
 
If we accept that language is an expression of culture, i.e. of the 
beliefs, customs, behaviours and rituals constituting the cultural 
identity of a group of people, then it is crucial that phraseology and 
cultural features are not separated in the analysis of meaning. In fact, 
this paper has shown the importance of a combined quantitative and 
qualitative approach in extracting the general from the particular. The 
data … has clearly demonstrated a strong relationship existing 
between countries, their culture and language. (ibid.: 383) 
 
 
Finally, I want to shortly mention an older study by Puukari-Eichner (1982). Although the 
travel industry, including the marketing, has changed dramatically since her study
4
, her 
research is still closely related to my own. She studied American travel brochures with special 
reference to descriptive adjectives and her thesis showed that American brochures favor 
nouns and adjectives as compared to verbs. She concluded that there are three kinds of 
adjectival expressions abundantly available in American brochures:  
 
(1) Praising kind: a beautiful valley 
(2) Superlative ideas: Arkansas’ largest state park  
(3) Stereotype expressions: rolling hills 
 
The studies introduced in these last two sections demonstrate how different cultures use 
English differently in tourism promotion even if they shared the same language. This supports 
                                                          
4
 The revolution of technology with personal computers and other everyday devices has had a tremendous 
impact on travel industry making it perhaps the largest industry in the world. For more information, see e.g. 
Poon 1994. 
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my hypothesis that there probably are differences in the way the Americans, the Canadians 
and the British use adjectives in their brochures. The studies show that despite the strict 
regulations concerning the accuracy of the brochures, they are still rich with adjectives and 
adjectival and directive expressions. Giving incorrect information is nowadays a serious 
offence for tour operators, but simple coloring of the text is still their lifeline. Without 
inviting promotion, many hotels would be left without customers and many holiday 
destinations would lose their only source of income. This is why it is as important as it is 
interesting to study the language of the travel brochures and why I have chosen it as the 
subject of my study.   
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4. METHODOLOGY  
 
In this chapter I will illustrate my methodology more closely. First, I will introduce my 
corpus, i.e. my database and the tools that have been used in this study. Then, I will explain 
how the database was limited to keep the amount of data manageable and, finally, I will 
present the semantic categorization that was used to arrange the adjectives. 
 
As mentioned earlier, this is a corpus based study which means that I have examined a list of 
words compiled electronically from a certain source, a corpus. In this case, I have used the 
untagged monolingual tourism corpus compiled by Wilkinson (2004). It was compiled using 
brochures found from the Internet in PDF format which were then converted to plain text 
format. The included brochures were all written in English and it was ensured that the 
Canadian brochures were also originally written in English instead of being translations from 
French. The brochures in the corpus include otherwise full texts except lists, addresses, 
events, prices, map information and some ads were omitted. The corpus consists of 27 
American, 38 British and 36 Canadian brochures and all of them were included in this study. 
However, one of the British brochures was actually by an American travel agency so it was 
included in the American word list instead of the British. Because of this, the final number of 
brochures was 28 American, 37 British and 36 Canadian brochures. Moreover, it must be 
noted that the British brochures in the corpus include brochures from the British Isles instead 
of only Great Britain but, in this study, they are all referred to as British.
5
 
 
The most important tool used in this study was a corpus analysis software called WordSmith 
Tools 5.0. It is a set of tools created by Mike Scott from the University of Liverpool. Using 
                                                          
5
 The British corpus includes several brochures that are from places like Ireland or Isle of Man that are not part 
of Great Britain but can all be defined as being part of the British Isles.  
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the WordSmith Tools’ wordlist function, three word lists were created from the brochures so 
that there were individual lists for words appearing in the American, British and Canadian 
brochures respectively. These lists are also called the three sub-corpora later in this study. In 
addition to creating these lists, WordSmith Tools was used to examine how certain words 
were used in different brochures so that it was possible to include some adjectives in the study 
while excluding others according to their meaning conveyed by their contexts. This was done 
according to certain criteria that will be explained later. Without a program like WordSmith 
Tools, managing large amounts of data would be nearly impossible and studies like this could 
not exist.  
 
After creating the sub-corpora using WordSmith Tools, the words were arranged in 
descending order of frequency so that the most frequently appearing word was number one in 
each list. At this point, all articles and numbers were removed from these lists because 
WordSmith Tools does not do it automatically. These word lists were then manually 
examined to identify all adjectives in them. To keep the number of adjectives manageable, I 
employed two criteria which both had to be met. Firstly, the adjective had to occur at least ten 
times and, secondly, it had to have been used in at least three different brochures within the 
sub-corpus. In this way, the total number of examined adjectives in each sub-corpus was 
between three and four hundred. The idea behind this was that in addition to being able to 
handle smaller groups better, I wanted to include adjectives that were used more often, to get 
more comparable results. Without these criteria the total number of adjectives in each group 
would probably have been over a thousand and a significant portion of these would have been 
used only a few times in the brochures. This not only would have made the analysis too 
arduous for a thesis but also hindered the possibility of extrapolating the results. After 
applying these criteria, the American sub-corpus included a total of 298,383 tokens, i.e. words 
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in total, and 3,914 types, i.e. distinct words, the British sub-corpus included 259,440 tokens 
and 3,475 types and the Canadian sub-corpus included 287,873 tokens and 3,655 types. 
Hence, the total corpus size being 845,696 words. It must also be noted that I regarded and 
sorted comparative and superlative forms of adjectives as individual words because I feel 
their form can greatly influence the message that is conveyed.  
 
Furthermore, as already mentioned earlier, not every adjective found in the brochures was 
included in this study. In addition to the previously mentioned two criteria, there was a few 
more according to which the lists of the most frequent adjectives were further narrowed to be 
able to address my hypothesis better. Because the idea behind this study was that the language 
of brochures tries to affect the reader and potential customer, this study is mainly 
concentrating on adjectives that are used to make the text more appealing. Therefore, a 
semantic grouping of adjectives by the Longman Grammar of Spoken and Written English 
(Biber et al., 1999) was used as the basis of this study. Biber et al.’s (1999) semantic 
grouping divides adjectives into two groups: descriptors and classifiers. Descriptors are 
described as “prototypical adjectives denoting such features as color, size and weight, 
chronology and age, emotion and a wide range of other characteristics” (Biber et al., 1999: 
508) whereas, in contrast, “the primary function of classifiers is to delimit or restrict a noun’s 
referent, by placing it in a category in relation to other referents” (ibid.).  Because descriptors 
are adjectives used to describe a noun, whereas the classifiers are used to restrict a noun’s 
meaning, this study is focused only on the descriptors as they are the ones used to make the 
text more appealing. Moreover, when Karhunen (2006) examined all of the adjectives found 
in the brochures, she concluded that the total number of adjectives in brochures from different 
English speaking countries is likely to be similar even though the texts would seem otherwise 
varied. Therefore, by omitting the classifiers I am attempting to improve the chances of 
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obtaining new and useful results by focusing only on the adjectives that are used for coloring 
the text or for making it more attractive to the reader. 
 
To clarify this semantic categorization, Biber et al. (1999: 508-509) have further divided 
descriptors into five groups:  
 
(1) Color (C) – denoting color, brightness: black, white, dark, bright 
(2) Size/quantity/extent (SQE) – denoting size, weight, extent: big, deep, heavy, 
huge 
(3) Time (T)  – denoting chronology, age, frequency: annual, daily, early, late 
(4) Evaluative/emotive (EE) – denoting judgments, affect, emphasis or is clearly 
an opinion instead of a fact: bad, beautiful, best, fine 
(5) Miscellaneous descriptive (MD) : appropriate, cold, complex, dead 
 
The first three groups compose only a minority of descriptors and, while they are included in 
this study, they are not in the focal point because they do not participate in affecting the 
reader as much as the other descriptors. However, the most important adjectives for this study 
are in group number four, the evaluative and emotive adjectives. They include such words as 
great, magnificent, excellent etc. that may give the reader an especially positive image of the 
destination or attraction. Therefore, the evaluative/emotive group (i.e. EE) is what will be the 
most examined group of adjectives in the discussion chapter.  The last group, miscellaneous 
descriptive (MD) descriptors, emerged clearly as the largest group of descriptors and, while 
not being as explicitly influential as the EE group, will also have a major role in this study. 
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In addition to these five groups of descriptors, I have created one more based on my results 
from a pilot study. In it I examined only the first hundred most frequent adjectives in each 
group of brochures and felt that Biber et al.’s (1999) semantic grouping was missing one 
category of descriptors that is essential for tourism discourse: 
 
(6) Location (L) – denoting location, distance or describing the physical aspects, 
setting or the atmosphere of a location or attraction: outdoor, sandy, remote 
 
This enabled me to compare the way American, British and Canadian writers emphasize the 
locations they are describing and those locations’ physical properties. In addition, it narrowed 
down the miscellaneous descriptive group although it still remained the largest with each 
group of brochures. I also considered adding a descriptor group for adjectives describing a 
price or monetary value to find out if there are differences how they regard money saving and 
extravagance but that group proved to be insignificant so I discarded this idea and settled with 
a total of six groups of descriptors. 
 
However, it must be noted that classifying the descriptors into these six groups is not always 
as simple and straightforward as one would hope. For example, the word serene could be 
categorized in any of the last three groups: EE, MD or L so the categorization involves some 
subjective decisions. As a general guideline, I first attempted to place each adjective in some 
of the smaller, more specialized, categories if possible and then, if none of the others fit, I 
placed the word in the miscellaneous descriptive group. For instance, in the case of serene, I 
placed it in the location group because it is used almost exclusively when describing a 
location. Examples 10-12 illustrate this: 
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(10) “Let the excitement of the city to the serene countryside with horse farms and 
rolling hills…” (US 26) 
(11) “Spend quiet days on pristine trails winding through woodlands, highlands, 
and serene valleys.” (CA 34) 
(12) “Mackenzie is a scenic and serene spot for cross-country skiing.” (CA 16) 
  
The classifiers are also further divided into three groups by Biber et al. (1999: 509): 
 
(1) Relational/classificational/restrictive – delimiting the referent of a noun, 
particularly in relation to other referents: additional, average, chief, complete 
(2) Affiliative – designating the national or religious group to which a referent 
belongs: American, Chinese, Christian, English 
(3) Topical/other – giving the subject area or showing a relationship with a noun: 
chemical, commercial, environmental, human 
 
As can be seen from these examples, classifiers are used to delimit or restrict the meaning of 
the noun which means they are used to clarify the text instead of coloring it or making it more 
attractive to the reader. Thus, as already explained earlier, the classifiers were omitted from 
this study.  
 
In addition to unambiguous classifiers, also words that resembled adjectives at first but were 
actually mostly used in other contexts have been omitted from the study. These words 
included such as royal, international and national which were mainly used as proper nouns, 
adverbs like early and first and various past participles verb forms such as located, made, 
known which appeared as some of the most frequent words in every word list.  
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After categorizing the most frequent adjectives into the six semantic descriptor groups and 
omitting the rest, these six groups were then examined manually. The different lists were 
compared to each other and individual adjectives were analyzed using WordSmith Tools to 
determine the adjectives’ collocations and contexts.  
 
To summarize, this study examines the most frequent descriptor adjectives found in a group 
of American, British and Canadian travel brochures using a slightly modified version of Biber 
et al.’s (1999) semantic grouping as the basis of this study. The study focuses mostly on the 
EE and MD groups of adjectives because they account for the majority of descriptors and a 
special emphasis is on the evaluative and emotive adjectives as they play a vital role in 
painting a glowing picture of the attractions. Finally, it needs to be emphasized that, as Pierini 
(2009: 104) noted in her study, both creating the semantic categories themselves and placing 
some adjectives in them while omitting others from the study altogether were to some extent 
subjective processes. This inevitably affects the repeatability of this study.  
  
33 
 
5. RESULTS AND DISCUSSION 
 
This chapter presents the results of this study in the following sections. The chapter is divided 
so that the results will be discussed in order of scale and importance. Firstly, the overall 
quantitative results are presented and discussed. Secondly, and most extensively, I examine 
the adjectives positioned in the evaluative/emotive (EE) group. Then, I will investigate the 
miscellaneous descriptive group and, finally, I will briefly review the last four groups in only 
one section because they are much smaller and much less influential in this study than the first 
two groups.  
 
Relevant figures and tables are presented in each section and full adjective lists and statistics 
can be found in Appendices 1-3 (pp. 63-74). All results are expressed as instances per ten 
thousand words, unless otherwise stated. Furthermore, all these figures use the semantic 
grouping of adjectives presented in the previous chapter and they also use the same 
abbreviations: color (C); size/quantity/extent (SQE); time (T); evaluative/emotive (EE); 
miscellaneous descriptive (MD); Location (L). Finally, the examples use the same labeling 
system as the corpora, so for example US 12 means the brochure number twelve from the 
United States, BI 05 means the brochure number five from the British Isles and CA 22 means 
the Canadian brochure number 22.  
 
5.1 Overall results 
 
To examine the overall quantitative results of this study, there are two important statistics one 
needs to compare. First, there is the total number of descriptors used in each of the sub-
corpora and, secondly, the number of descriptor types, i.e. distinct words, found. The first 
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statistic is illustrated by table 1 and figure 5.1 and the second statistic by table 2 and figure 
5.2. The tables provide the exact numbers while the figures illustrate this information with 
clear charts where the differences between different sub-corpora are easier to perceive. 
 
Table 1. Descriptor group sizes in sub-corpora / no. of instances per 10,000 words 
 AmE BrE CanE 
C 28.2 28.5 39.9 
SQE 109.2 129.2 134.5 
T 113.3 82.6 71.7 
EE 212.9 242.9 220.1 
MD 229.9 208.8 230.,2 
L 73.8 80.4 81.7 
Total 767.4 772.3 783.4 
 
 
 
Figure 5.1 Descriptor group sizes in the three sub-corpora 
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As expected, the descriptors in the American, British and Canadian brochures seem to divide 
into the six different groups fairly similarly. At first glance, the most notable quantitative 
differences seem to be in the use of T and EE groups of descriptors. Somewhat surprisingly, 
as seen in table 1, the Canadian sub-corpus has the largest total number of descriptors in ten 
thousand words. On the basis of my pilot study, I would have expected American and British 
sub-corpora to be on the opposite ends of the scale and the Canadian sub-corpus to fall 
somewhere in between because it shares qualities from both dialects. These descriptor group 
size results in table 1 are statistically very highly significant (x
2
=574.2160, df=10, p<0.001)
6
.  
 
Table 2. Descriptor types in the sub-corpora / no. of instances per thousand words 
 AmE BrE CanE 
C 3.3 3.7 2.5 
SQE 13.5 12.1 16.7 
T 8.9 7.8 7.4 
EE 26.6 28.5 26.0 
MD 31.4 35.4 36.1 
L 8.7 8.9 12.6 
Total 92.5 96.5 101.2 
 
 
                                                          
6
 Unless otherwise stated, the statistical test used is a chi-square test. The results refer to the following values:  
p<0.001 very highly significant; p<0.01 highly significant; p<0.05 significant; p>0.05 no significance. 
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Figure 5.2 Descriptor types in the sub-corpora / no. of instances per thousand words  
 
Table 2 shows that the Canadian sub-corpus does not only have the biggest overall number of 
descriptors, it also has the most variety as is seen in table 2. The total number of descriptor 
types in the Canadian brochures is over a hundred per thousand words whereas the American 
and British descriptor type totals are only 92.5 and 96.5 respectively. However, these results 
in table 2 are statistically insignificant (x2=6.8333, df=10, p>0.05) so one must be wary of 
drawing too many conclusions from these overall statistics. Nevertheless, this does not render 
the results unusable. It means that the results and adjective lists must be examined closer and 
more emphasis needs to be put on qualitative analysis. The next sections will do exactly this.  
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5.2 Evaluative and emotive descriptors in the brochures  
 
It has been mentioned several times in this study already that the EE group of descriptors is 
generally considered the most important group for the purpose of making the brochure or the 
attraction appear as alluring and appealing as possible. This idea is reinforced by the very 
highly significant results (x
2
=574.2160, df=10, p<0.001) in figure 5.1 in the previous section, 
which shows that the EE group is unquestionably the largest category of descriptors along 
with the miscellaneous descriptive group with every group of brochures. What makes this 
more significant is that the MD group could be expected to be much larger than the EE group 
because it is much more varied in general. Whereas the MD group could include almost any 
descriptor, the adjectives in the EE group mostly express the same notion; the quality or 
magnificence of something. The EE group is full of adjectives that could be used almost 
synonymously. Words like spectacular, wonderful¸ magnificent, superb, superior, 
exceptional, significant and amazing could be all used to describe an attraction, a beach or 
perhaps even the service staff of a hotel, as demonstrated by examples 13-16: 
 
(13) “With towering mountains, deep forests, spectacular rivers and high desert, 
Kittitas County is one of Washington’s prime…” (US 25) 
(14) “… and wrap-around decks make the perfect ambiance for a spectacular 
evening on the lake.” (US 07) 
(15) “Auchrannie has now extended its estate to include the spectacular new Spa 
Resort.” (BI 27) 
(16) “Three countries compete to awe crowds with a spectacular display of 
fireworks.” (CA 36) 
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These kinds of adjectives are prime examples of the euphoria technique employed by every 
tourism professional. This is why they are abundant in the EE group.  
 
One notable difference between the three sub-corpora is revealed when tables 1 and 2 (pp. 34-
5) are examined closer. Table 1 shows a statistically very highly significant difference 
(x
2
=57.6708, df=2, p<0.001) in that the British sub-corpus includes 242.9 evaluative and 
emotive descriptors whereas the Canadian sub-corpus includes 220.1 and the American only 
212.9. Thus, both American and Canadian sub-corpora include clearly fewer EE descriptors 
in total than the British. Moreover, when the full adjective lists are examined (Appendices 1-
3, pp. 63-74), it is revealed that, for instance, the ten most frequent adjectives in each EE 
group are used significantly more often in the American and Canadian sub-corpora than in the 
British sub-corpus (x
2
=72.8449, df=2, p<0.001). This means that the British not only use 
more EE descriptors in total, they also use them clearly more evenly distributed. This varied 
usage helps make the British brochures and their attractions seem more interesting and 
appealing.  
 
However, because the lists comprise hundreds of adjectives and the majority of them are 
found in each sub-corpus, listing all the adjectives they have in common is not beneficial for 
this study, i.e. discovering the brochures’ differences. Instead, table 3 shows all those EE 
descriptors that are unique to each adjective list found in Appendices 1-3 (pp. 63-74):  
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Table 3. Unique EE group descriptors in the different sub-corpora 
N AmE Freq. BrE Freq. CanE Freq. 
1 Entertaining 0.50 Imposing 1.19 Extreme 0.80 
2 Gracious 0.50 Fancy 0.46 Unparalleled 0.66 
3 Quintessential 0.50 Sumptuous 0.42 Precious 0.45 
4 Sophisticated 0.40 Commanding 0.39 Soothing 0.42 
5 Strenuous 0.40 Energetic 0.39 Dazzling 0.38 
6 Unsurpassed 0.40 Glamorous 0.39 Unbelievable 0.35 
7 Nice 0.37 Prettiest 0.39   
8 Appealing 0.34 Unrivalled 0.39   
9 Delectable 0.34     
10 Priceless 0.34     
 
 
As the table 3 shows, the unique EE descriptors are clearly not the most frequent adjectives 
used in the brochures as most of them have less than one instance in every ten thousand 
words. However, there are some rather interesting adjectives found in this table. For example, 
the American brochures include one unique adjective that has a strong etymological 
connection to religion: gracious. Closer examination of the full lists reveal that, in addition to 
the American list’s gracious, both American and Canadian lists also include the word awe-
inspiring while the British list includes neither of these. Considering the North Americans’ 
traditionally religious mindset, their usage of these two adjectives is not surprising but it does 
suggest that the local cultural factors might have a clear effect even on specialized discourse 
such as Tourism English. In tourism discourse awe-inspiring seems to be mostly associated 
with nature and gracious with service or atmosphere as demonstrated by examples 17 and 18. 
However, although the meaning of these adjectives is not associated with religion in this 
particular context, their use itself does exhibit how cultural factors affect even highly 
specialized discourse.  
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(17) “Secluded mountaintop cabins with awe-inspiring views.” (US 17) 
(18) “End this special adventure with a tour through the gracious neighbourhoods 
that make San Francisco such a treat…” (US 28) 
 
Another interesting point about table 3 is that although the British brochures use the most EE 
descriptors overall, the American sub-corpus has the most unique EE descriptors. Although 
their EE group descriptors are not quite so numerous, the American brochures have the largest 
variety. The American sub-corpus has a total of ten unique EE descriptors, the British sub-
corpus has eight and the Canadian sub-corpus has six. However, this quantitative difference is 
not statistically significant (x
2
=1.0000, df=2, p>0.05) so the list of unique EE descriptors must 
be examined more closely. 
 
Most of these unique adjectives, as with the majority of the adjectives in the EE group in 
general, can be categorized as being a part of the euphoria technique. Attractions are made to 
seem awe-inspiring, unsurpassed, unrivaled or dazzling. More intriguing, however, are the 
few words that could be categorized as key words, as described in chapter 3, i.e. “the key 
words are not so much those which refer to the attributes of the destination, but rather those 
which correspond to the requirements of the potential tourist” (Hanefors and Larsson 1993 
cited in Dann 1996: 174). Examining these key words may reveal something about the 
intentions of these brochures, as these adjectives are likely to be carefully chosen. The unique 
American and Canadian EE descriptor lists have two and one obvious key words respectively 
that are used to attract a certain type of customer: entertaining and sophisticated for the 
American list and soothing for the Canadian list. Examples 19-21 are cases in point: 
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(19) “Both educational and entertaining, this planetarium show uses scientific 
data, religious history, beautiful imagery and….” (US 06) 
(20) “Durham’s distinctive dining is arguably the most sophisticated in the state, 
thanks to a thriving colony of nationally acclaimed chefs…” (US 16) 
(21) “Your day begins with a relaxing, soothing yoga stretch session to focus your 
mind and energize your body.” (CA 04) 
 
Whereas the American and Canadian unique EE descriptor lists have only two or less 
apparent key words, the British has four. Sumptuous, glamorous  ¸ energetic and unspoilt are 
all often used for a very specific effect. For example, sumptuous and glamorous are usually 
used to create a high-class image and examples 22-25 demonstrate this:  
 
(22) “Mouth watering and sumptuous menus from our award winning Garden 
Restaurant offer the very best of fresh and local produce…” (BI 27) 
(23) “Each of the 3 suites has been designed and furnished to the very highest 
standard, combining the ultimate in sumptuous luxury and charm…” (BI 05) 
(24) “Armathwaite Hall provides a more glamorous choice for dining…” (BI 12) 
(25) “The Electric Cinema on Portobello Road, with its brasserie and bar attracts a 
glamorous crowd.” (BI 22) 
  
The British unique EE descriptors also include words such as imposing and commanding. 
These adjectives create an image of something spectacular or forceful. Their use strengthens 
the idea that the British tourism can use historical aspects as selling points better than the 
North Americans as they have a recorded history of only few hundred years compared to the 
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much longer period of the British Isles. The examples 26-29 show how these three adjectives 
are used in the British brochures: 
 
(26) “Imposing Stirling Castle overlooks the city centre and the battlefield of 
Bannockburn, bearing testament to Stirling’s central role in Scotland’s turbulent 
history.” (BI 34) 
(27) “… experience Salisbury's imposing medieval cathedral …” (BI 23) 
(28) “This pretty village with its Historic Church occupying a commanding 
position on the mountainside” (BI 19) 
(29) “Belfast Castle is the former home of the Donegall family and offers a 
commanding view of Belfast City.” (BI 07) 
 
As can be seen from these examples, they are often paired with historical aspects and they are 
pursuing an image of something impressive or grand. This idea is further supported by the 
British brochures’ use of the adjective majestic when compared to the North Americans. 
Figure 5.3 illustrates the adjective’s distribution in the sub-corpora and examples 30-33 
demonstrate how the Americas and Canadians associate majestic almost exclusively with 
nature, whereas the British writers associate it with history and culture significantly more 
often. These results are statistically highly significant (x
2
=13.0100, df=2, p<0.01). 
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Figure 5.3 The distribution of word ‘majestic’ in the sub-corpora  
 
 
(30) “This is an ancient landscape dotted with mysterious prehistoric sites, Celtic 
forts, Roman remains, medieval castles, majestic cathedrals and glittering 
historic houses.” (BI 20) 
(31) “… a three-day medieval festival taking place in and around the majestic 
Mont Orgueil castle…” (BI 10) 
(32) “Cross-country ski or snowshoe on trails that thread through awesome terrain 
and majestic forests.” (CA 30) 
(33) “… rooms face the majestic mountains of Glacier National Park.” (US 07) 
 
When further investigating the unique EE descriptor table (table 3, p. 39), one can notice that 
there is one adjective that has a negative connotation by default. It is the word strenuous 
which is found in the American adjective list. Closer examination of its use in different 
contexts reveals that it is only used in association with hiking. It is a good example of the 
importance of understanding semantic prosodies and how a writer must occasionally include a 
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potentially negative aspect into the text and then discover a way to make it positive. Examples 
34 and 35 illustrate how the advertiser can achieve this:    
 
(34) “… a beautiful walk to Lower and Upper Emerald Pools or take the 
spectacular but strenuous hike to the top of Angel's Landing….” (US 28) 
(35) “Less strenuous but equally rewarding hikes beckon in Belfair.” (US 25) 
 
Example 34 shows how the hike is described as spectacular to promote the experience even if 
it might be quite challenging. In the context of example 35, the actual negative aspect is the 
lack of challenge instead of something being strenuous but it still exemplifies the use of 
prosodies well. The phrase “less strenuous” is paired with “but equally rewarding” which 
enables the writer to achieve a positive outcome by emphasizing certain, carefully selected 
words or phrases.  
 
In addition to examining the adjectives that are unique to each sub-corpus, another way of 
drawing conclusions about their adjective usage is, for example, to look at the top twenty 
most frequent adjectives in the EE descriptor group. Table 4 lists these: 
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Table 4. Twenty most frequent EE group descriptors in the sub-corpora 
AmE Freq. BrE Freq. CanE Freq. 
Great 17.23 Great 14.18 Great 23.17 
Best 12.97 Beautiful 12.87 Best 12.61 
Fun 11.06 Best 10.14 Scenic 10.18 
Beautiful 10.62 Good 8.98 Beautiful 9.66 
Special 9.05 Special 7.79 Spectacular 9.59 
Scenic 8.41 Excellent 7.63 Unique 7.19 
Fine 7.44 Spectacular 7.25 Excellent 6.67 
Unique 7.21 Ideal 7.13 Top 6.46 
Top 6.84 Unique 6.98 Good 5.70 
Spectacular 6.47 Top 6.48 Special 5.04 
Easy 5.66 Easy 6.40 Fun 4.97 
Friendly 4.73 Magnificent 5.82 Fine 4.72 
Perfect 4.59 Perfect 5.24 Easy 4.34 
Comfortable 3.59 Wonderful 4.78 Perfect 3.93 
Finest 3.59 Fine 4.70 Comfortable 3.89 
Good 3.52 Stunning 4.51 Picturesque 3.89 
Excellent 3.42 Fun 4.32 Magnificent 3.61 
Cosy 2.98 Superb 4.24 Friendly 2.99 
Delicious 2.92 Fascinating 3.97 Pristine 2.99 
Charming 2.82 Picturesque 3.85 Breathtaking 2.95 
 
 
As mentioned earlier, the majority of the most frequent words are the same in each list. For 
instance, table 4 shows that a total of thirteen of the twenty most frequent EE group adjectives 
are identical in every sub-corpus. They are all versatile multi-purpose adjectives such as good, 
beautiful, fine, excellent and perfect that can be used in almost any situation and this is why 
they are so frequent. As with the unique adjectives list, it is again more useful to examine the 
adjectives that are not shared with every group and a closer investigation of table 4 reveals 
some interesting details. 
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Firstly, the American and Canadian lists both include words that relate closely to general 
cultural stereotypes or conceptions of these countries. For example, the brochures from these 
two sub-corpora include the words friendly and comfortable in their most frequent adjectives 
unlike the British list. Moreover, the American list’s twenty most frequent EE descriptors 
contain words cozy and delicious which are not in either of the other two most frequent lists. 
These adjectives reinforce the stereotype that perhaps North Americans are more casual than 
British and that they value comfort very highly both in everyday life and when travelling. 
Obviously, the adjective delicious does not convey comfort or ease of use by definition but it 
is most often associated with food and the appreciation of delicious food could be argued to 
be closely related to the appreciation of comfort. Examples 36-39 from the American and 
Canadian brochures demonstrate the use of these adjectives:  
 
(36) “No matter how you arrive, you will be greeted by warm and friendly 
communities…” (US 27) 
(37) “It is our desire to create a quiet, comfortable and friendly atmosphere, 
because even when you travel...”(CA 23) 
(38) “… enjoy an excellent dinner in a cozy farmhouse.” (US 08) 
(39) “Delicious regional American and Philadelphia-style cuisine is also plentiful.” 
(US 22) 
  
Other adjectives in table 4 (p. 41) which attract attention are pristine and breathtaking 
because they are found only in the Canadian top twenty EE. Both of these adjectives are 
conventionally associated with nature which agrees with the previous results by Mäenpää 
(2007: 79) that the Canadian brochures emphasize a “destination of adventure and 
wilderness”.  This is displayed by examples 40-43: 
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(40) “Board a canoe and spend days exploring the pristine rivers and lakes 
throughout the park…” (CA 32) 
(41) “The province has spectacular scenery, abundant wildlife and a pristine 
environment that will take your breath away.” (CA 36) 
(42) “Hike along the Bruce Trail through breathtaking scenery in and around 
Lion's Head” (CA 32) 
(43) “… trekking through Northern BC's breathtaking wilderness is an experience 
not to be missed” (CA 16) 
 
This notion of Canadians’ appreciation and promotion of their nature is further reinforced by 
the fact that the Canadian brochures’ most frequent EE descriptor list also includes the 
adjectives magnificent and picturesque. They are closely connected to nature and although 
they are also found in the British most frequent adjectives, they are used slightly differently. 
The British brochures associate both words more often with urban or otherwise historically 
emphasized contexts unlike the Canadians who use them almost exclusively when describing 
nature. Examples 44-47 demonstrate the difference between Canadian and British use of these 
words: 
 
(44) “The Pinery's trails lead through magnificent pine-oak forests, marshes, sand 
dunes and meadows…” (CA 32) 
(45) “Magnificent 18th-century Somerset House (pictured left) on the Strand is 
now home to three fabulous galleries…” (BI 22) 
(46) “Trails from New Liskeard lead north through picturesque countryside until 
they give way to the roller coaster hills of Earlton where…” (CA 30) 
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(47) “… passing the picturesque Lisanoure Estate with its lake and old castle set 
among …” (BI 37) 
 
Thus far, most of the attention has been directed at adjectives that are either part of the 
euphoria technique to appeal to the reader or are clearly used as key words. However, table 4 
(p. 45) shows that ego-targeting is also an extremely important technique with these kinds of 
adjectives. One could argue that almost any praising adjective is ego-targeting because the 
advertiser is trying to emphasize the grandeur of the attraction but in this study I will focus on 
those adjectives that try to convey the uniqueness of the attraction in question for the reader. 
These are adjectives that clearly refer to the attraction’s exceptional nature. For example, both 
American and British top twenty EE descriptors contain five of these kinds of adjectives with 
four of them being in common. These four adjectives are best, special, unique and top. In 
addition to these four, the American list includes the adjective finest and the British list the 
adjective ideal. Best and finest are superlatives and the others express uniqueness some other 
way. Examples 48-53 demonstrate this: 
 
(48) “Voted the best local history museum in the state, White River Valley 
Museum focuses on…” (US 25) 
(49) “And whether you’re looking for a special treasure, a long-sought collectible, 
or the perfect outfit…” (US 19) 
(50) “This unique venue makes a profound impression on guests and conference 
delegates alike.” (BI 33) 
(51) “At Bilston Craft Gallery and Museum work by top craft makers is shown a 
programme of temporary exhibitions…” (BI 36) 
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(52) “…at the Iroquois Amphitheater, one of the finest outdoor performance 
facilities in the country.” (US 26) 
(53) “…one of the most picturesque stretches of Carolina coastline guests have the 
ideal place to relax and enjoy the sun and ‘surf.” (BI 29) 
 
When the EE descriptors in the full adjective lists in Appendices 1-3 (pp. 63-74) are 
examined, they reveal that there is a difference in how these ego-targeting are used in the 
different sub-corpora. These adjectives are listed in table 5: 
 
Table 5: Ego-targeting adjectives in the EE descriptors 
N AmE Freq. BrE Freq. CanE Freq. 
1 Best 12.97 Best 10.14 Best 12.61 
2 Special 9.05 Special 7.79 Unique 7.19 
3 Unique 7.21 Ideal 7.13 Top 6.46 
4 Top 6.84 Unique 6.98 Special 5.04 
5 Finest 3.59 Top 6.48 Finest 2.43 
6 Premier 2.38 Finest 3.01 Ideal 2.05 
7 Ideal 1.41 Exceptional 0.77 Unforgettable 1.95 
8 Ultimate 0.97 Greatest 0.62 Exceptional 1.46 
9 Exceptional 0.94 Unforgettable 0.58 Prime 1.29 
10 Prime 0.94 Prettiest 0.39 Greatest 1.22 
11 Extraordinary 0.77   Extraordinary 0.80 
12 Greatest 0.70   Extreme 0.80 
13 Unforgettable 0.57   Unparalleled 0.66 
14 Unsurpassed 0.40     
 Total 48.74 Total 43.89 Total 43.96 
 
 
Table 5 shows us that both the American and Canadian brochures seem to have more 
variation in their ego-targeting adjectives than the British. The American brochures have 14 
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different EE group descriptors that can be clearly categorized as ego-targeting adjectives, the 
Canadians have 13 and the British have 10. However, this is not a statistically significant 
difference (x
2
=0.7027, df=2, p>0.05). Nevertheless, what is statistically significant is the 
difference between the total number of ego-targeting EE descriptors (x
2
=39.3326, df=2, 
p<0.001). The ego-targeting EE descriptors in the American sub-corpus have a total of 48.74 
instances per ten thousand words whereas the British and Canadian sub-corpora have slightly 
less than 44 both. When these numbers are compared to the total EE group numbers in tables 
1 and 2 (pp. 34-5) it is remarkable that the American brochures use clearly less EE descriptors 
than the British but they still have clearly more ego-targeting adjectives. This suggests that 
the American tourism advertisements might be more inclined to grandeur than the others.  
 
This section has illustrated how different linguistic techniques are employed in association 
with evaluative and emotive descriptors in tourism discourse. Furthermore, despite the overall 
statistical similarities, there appears to be plenty of differences in the way the Americans, 
British and Canadians use EE descriptors in their tourism discourse. However, it is difficult to 
draw many original conclusions from these results. Pierini (2009) concluded that British 
tourism discourse uses plenty of ego-targeting and euphoria techniques. This finding is 
revised in the sense that the Americans and Canadians seem to use even more ego-targeting 
adjectives than the British, at least in their travel brochures. In addition, these results support 
the findings by Manca (2008) that there is a strong relationship between countries, their 
culture and language. This idea is strengthened even further in the following sections. Finally, 
these results have challenged the findings by Karhunen (2006) which was the starting point 
for this study. She concluded that if there is a difference in Finnish and British travel 
brochures, it is not in the use of adjectives. Although I compared brochures of three English 
speaking countries instead of using brochures only from Finland and Britain, these results 
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would suggest that with a revised methodology or a slightly different focus her findings could 
have been different. 
 
5.3 Miscellaneous descriptive descriptors in the brochures 
 
Compared to the EE group, the miscellaneous descriptive (or MD) group of descriptors is a 
much more difficult category to examine and evaluate. This is due to the fact that it is not 
only as large as the EE group but generally much more varied category than the others. 
Therefore, the MD descriptors must be individually examined to evaluate how influential they 
might be in affecting the reader, whereas with the EE descriptors merely a variation in group 
sizes implicated a clear difference in the texts. For example, there are several MD descriptors 
in the American word list that are not especially positive or attractive by default but they 
might appeal to a certain desire or aspiration the potential customer might have. Adjectives 
like quiet, lively and handmade are good examples of this. Neither one of these words could 
be used as an accolade but when used in an appropriate context they might be the deciding 
factor. They are first-rate examples of key words. Examples 54-56 illustrate how adjectives 
can be specifically chosen to appeal to customers who are seeking some precise 
characteristics from their holiday: 
 
(54) “Enjoy a quiet afternoon rafting, canoeing or tubing down the Delaware 
River.” (US 22) 
(55) “In the heart of Philadelphia’s Historic District, Society Hill and Old City are 
among the city’s most lively and bustling communities.” (US 21) 
(56) “…and admire the wide variety of handmade items for sale.” (US 06), 
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Although evaluative or emotive descriptors are normally strongly associated with the 
euphoria technique, there are a number of words in the MD group also which one can use to 
create a positive image. These kinds of words can be, for instance, adjectives that create a 
sense of security or trust in the destination such as professional, experienced and official. This 
is demonstrated by examples 57-59: 
 
(57) “Santa Barbara Adventure Company offers fully outfitted surfing lessons 
taught by professional surf instructors.” (US 23) 
(58) “We split into small groups and each will receive tuition in biking techniques 
and be led by an experienced guide. “ (BI 16) 
(59) “…visit the Nova Scotia Visitor Information Centre, which supplies official 
information about the province.” (CA 19) 
 
To further illustrate how varied and difficult it is to define the MD group of descriptors, table 
6 lists twenty most frequent MD descriptors in each sub-corpus: 
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Table 6. Twenty most frequent MD group descriptors in the sub-corpora 
AmE Freq. BrE Freq. CanE Freq. 
Free 19.97 Open 20.85 Available 16.78 
Open 17.13 Available 17.11 Free 10.59 
Available 15.01 Famous 9.44 Natural 10.49 
Hot 10.29 Free 8.94 Guided 10.00 
Private 9.72 Private 8.09 Open 8.34 
Popular 7.61 Natural 6.63 Hot 7.82 
Natural 7.41 Wild 5.09 Private 6.60 
Guided 5.83 Guided 4.66 Wild 6.29 
Accessible 5.56 Popular 4.32 Popular 6.11 
Famous 5.19 Quiet 4.01 Famous 5.80 
Award-
winning 
3.85 Rich 3.85 Cultural 5.49 
Classic 3.69 Different 3.66 Rich 5.18 
Favorite 3.62 
Award-
winning 
2.97 Interpretive 4.38 
Wild 3.52 Accessible 2.93 Accessible 4.17 
Warm 3.49 Suitable 2.74 Experienced 3.61 
Complimentary 3.38 Warm 2.54 Warm 3.61 
Required 3.22 Possible 2.51 Renowned 3.37 
Restored 3.15 Renowned 2.39 Challenging 2.88 
Rental 2.98 Varied 2.31 Clear 2.78 
Renowned 2.85 Experienced 2.20 Quiet 2.74 
 
 
This table shows how the MD descriptors can be used to describe almost any kind of quality 
and how they are closely related to all the linguistic techniques presented in chapter three. 
Adjectives like popular and famous demonstrate the euphoria technique, adjectives free and 
natural are examples of key words and private is used for ego-targeting. In addition, words 
rich and clear are used in clichés in tourism discourse. Examples 60-63 demonstrate these: 
 
(60) “…and provides one of the most popular attractions in the park… (US 26) 
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(61) “...you can enjoy a free trip on one of these spectacular routes” (BI 34) 
(62) “Explore our rich heritage and culture, with spectacularly sited castles and 
picturesque market towns…” (BI 19) 
(63) “From crystal clear waterways and soaring plateaus, to roaming moose and 
gliding geese” (CA 34) 
 
Table 1 on page 34 revealed a very highly significant statistical difference (x
2
=190.4394, 
df=2, p<0.001) in the MD descriptor group sizes as the American sub-corpus has a total of 
229.9 instances per ten thousand words, the Canadian sub-corpus has 230.2 instances and the 
British sub-corpus has only 208.8 instances. However, because the MD group is so varied as 
has been demonstrated, it is impossible to draw any conclusions merely from the group size 
difference. Furthermore, these examples have shown how the MD descriptors can be used in 
various ways to allure and persuade the potential customer. They can represent all the 
linguistic techniques presented in chapter three but their detailed study is almost impossible in 
the scope of this study. With a corpus as large as this one, a detailed study of miscellaneous 
descriptive descriptors could warrant a study of its own.  
 
5.4 Other descriptors in the brochures 
 
The last four descriptor categories, i.e. color; time; location and size, quantity and extent are 
all grouped together in this final section. This is because there is much less to analyze in these 
groups. This is because, in general, adjectives in these groups have a much smaller effect on 
the reader when the attractiveness of a text is considered. These words are even more context 
dependent than the adjectives in the miscellaneous descriptive group. For instance, it is 
impossible to evaluate the significance of adjectives like little, annual or bright. Each of these 
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words can be either positive or negative depending on both the context and the reader. 
Therefore, it difficult to draw many useful conclusions from them without examining every 
instance of every word and it is not possible in a study of this scale.  
 
However, these groups can be used to examine whether some of the previously asserted ideas 
are reflected in these categories. For example, examining the color group reinforces the 
previous idea that, although being a specialized discourse, Tourism English resembles general 
language because it is intended for as diverse audience as possible. The color groups have 
only 12-14 adjectives and a vast majority of those are only ordinary, common colors and 
brightness words like blue, grey and dark. The absence of color adjectives like teal, turquoise 
or lavender indicates that the brochures attempt to be as neutral and clear as possible. 
 
Another category that can be examined to reinforce a previous theory is the L descriptors 
denoting location or distance. Tables 1 and 2 (pp. 34-5) showed that although the total 
numbers of location descriptors between the three sub-corpora are fairly similar, the Canadian 
brochures seem to have the greatest variety in this category. However, this difference is not 
statistically significant (x
2
=3.4054, df=2, p>0.05). Nevertheless, a closer examination of the 
location group reveals that the Canadian brochures have several unique adjectives describing 
locations and nature such as barren, mountainous, serene, and untouched. This further 
emphasizes how the Canadian culture is directly visible in their tourism discourse. Examples 
64-66 illustrate how these adjectives are used in the Canadian brochures: 
 
(64) “Perhaps the single best area to start your Nova Scotia paddling experience is 
the stretch of barren coastline known as the Eastern Shore.” (CA 20) 
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(65) “Small and serene, this park northwest of Fort Frances has excellent 
swimming and fishing.” (CA 28) 
(66) “Image yourself fishing lakes and rapids untouched by man, where fish have 
never seen an artificial lure or fly…” (CA 24) 
 
Although these smaller categories might not yield many significant statistical, quantitative, 
differences, their closer examination may reveal qualitative differences that can help explain 
the differences in tourism discourse in different countries. However, they cannot be argued to 
have any obvious, immediate effect on the persuasion of the potential customer. They are 
mostly used either purely for their informative content like the adjectives permanent and deep 
in examples 67-68 or they are carefully placed key words like spacious and secluded in 
examples 69-70 where they are not only informational but also used to offer the reader 
something they might want. Nevertheless, if this kind of study was conducted on a larger 
scale, the benefit for including them should be carefully considered. 
 
(67) “…there are permanent populations of buffalo, elk, wolves, mountain lion 
and two species of bear. “ (US 28) 
(68) “Deep-water species like lake trout and whitefish often move from deep holes 
and become available over a wider area.” (CA 26) 
(69) “Every room being spacious and sympathetically decorated to reflect the 
splendour and elegance of the past.” (BI 18) 
(70) “Stroll on warm, secluded beaches where the air shimmers with salt spray and 
the only footprints in the sand are yours.” (CA 19) 
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6. CONCLUSION 
 
This was a corpus-based semantic study with the purpose of comparing the specialized 
tourism discourse featured in tourist brochures from three different major English speaking 
areas: The United States, The British Isles and Canada. The hypothesis of this study was that 
although Tourism English has certain universal features, there will also be identifiable 
linguistic differences in the English used by the tourism industry of different countries. 
Moreover, I was interested to see if cultural differences between these areas are represented in 
a highly specialized discourse like Tourism English.  
 
First, a corpus tool was used to create individual word lists from the brochures from the three 
different areas. These word lists formed the three sub-corpora that were used in this study. 
Then, these lists were manually examined to distinguish every adjective in them. 
Consequently, using a slightly modified semantic grouping from the Longman Grammar of 
Spoken and Written English (Biber et al., 1999) the adjectives were divided into two 
categories: descriptors and classifiers. Classifiers and some ambiguous descriptors were 
omitted and final lists of descriptors were created. These lists were then examined 
individually with the main focus being on the EE and MD groups of descriptors.  
 
The main limitations in this study came with managing and creating the database. As 
mentioned earlier, creating the descriptor lists and classifying the adjectives in them included 
some subjective consideration which is never desirable in an academic study. For further 
study, this issue should be resolved with clearer definitions to limit the possibility for 
ambiguity. In addition, analyzing the database proved to be arduous and one must be careful 
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with drawing conclusions when investigating a sample of only a few occurrences in a 
database of thousands. 
 
Topically, this study focused only on tourism discourse by native English speakers from three 
major English speaking areas. My original objective was to include Finnish English language 
tourism brochures into this study but this idea was abandoned because one has to take into 
account the fact that they would likely be translated from Finnish into English. For future 
research the results from this study could be used while comparing these findings with the 
adjective use of Finnish brochures written either in English, Finnish or both. In that case, the 
smaller descriptor categories could be omitted entirely and the complete focus could be on the 
EE and MD descriptors which clearly have most to offer.  
 
The results indicated that there actually appears to be some statistically significant differences 
in how the Americans, British and Canadians use adjectives in tourism discourse. Most 
notably, the British seem to use distinctively more evaluative and emotive descriptors than the 
Americans and Canadians. The British EE descriptor use is also more varied. This supports 
my previous impression that the British brochures generally seem more appealing than others. 
Furthermore, although the British use more descriptive language in their brochures, the 
American and Canadian brochures seemed to include more specialized adjectives that can be 
explained by cultural differences. For example, the Americans used more etymologically 
religious adjectives, while the Canadians’ discourse was abundant with nature-based 
language. Overall, the results encourage the idea that the tourism discourse of different 
English speaking countries could be examined more closely. Furthermore, these results could 
be useful for a Finnish travel professional who is writing in English provided that the focus is 
placed upon the adjectives mainly responsible for making the text inviting, i.e. the evaluative 
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and emotive descriptors. In this way, a Finnish tourism advertiser could understand and 
eventually reach his or her target audience better. 
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APPENDIX 1 Raw data for the American sub-corpus 
Table 1.1 EE descriptors in the American sub-corpus  
N Word Freq N Word Freq N Word Freq 
1 Great 514 36 Ideal 42 71 Significant 21 
2 Best 387 37 Quaint 42 72 Fascinating 20 
3 Fun 330 38 Pristine 40 73 Gentle 20 
4 Beautiful 317 39 Stunning 39 74 Powerful 19 
5 Special 270 40 Dramatic 37 75 Awe-inspiring 17 
6 Scenic 251 41 Majestic 37 76 Unforgettable 17 
7 Fine 222 42 Peaceful 37 77 Entertaining 15 
8 Unique 215 43 Incredible 36 78 Gorgeous 15 
9 Top 204 44 Legendary 33 79 Gracious 15 
10 Spectacular 193 45 Sweet 32 80 Mild 15 
11 Easy 169 46 Superb 31 81 Quintessential 15 
12 Friendly 141 47 Vibrant 31 82 Remarkable 15 
13 Perfect 137 48 Unusual 30 83 Easier 13 
14 Comfortable 107 49 Hearty 29 84 Interesting 13 
15 Finest 107 50 Ultimate 29 85 Refreshing 13 
16 Good 105 51 Amazing 28 86 Splendid 13 
17 Excellent 102 52 Exceptional 28 87 Sophisticated 12 
18 Cozy 89 53 Exquisite 28 88 Strenuous 12 
19 Delicious 87 54 Prime 28 89 Striking 12 
20 Exciting 84 55 Fabulous 26 90 Unsurpassed 12 
21 Charming 81 56 Impressive 26 91 Brilliant 11 
22 Premier 71 57 Lovely 26 92 Enchanting 11 
23 Romantic 64 58 Relaxed 25 93 Helpful 11 
24 Wonderful 64 59 Superb 25 94 Nice 11 
25 Picturesque 62 60 Fantastic 24 95 Premium 11 
26 Elegant 60 61 Magical 24 96 Superior 11 
27 Magnificent 60 62 Pleasant 24 97 Tranquil 11 
28 Relaxing 56 63 Extraordinary 23 98 Appealing 10 
29 Better 55 64 Awesome 22 99 Delectable 10 
30 Breathtaking 55 65 Tasty 22 100 Essential 10 
31 Convenient 50 66 Attractive 21 101 Exhilarating 10 
32 Luxurious 49 67 Delightful 21 102 Priceless 10 
33 Luxury 47 68 Greatest 21 103 Rough 10 
34 Memorable 44 69 Happy 21 104 Stylish 10 
35 Outstanding 43 70 Inviting 21    
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Table 1.2 MD descriptors in the American sub-corpus. 
N Word Freq. N Word Freq. N Word Freq
. 1 Free 596 42 Interactive 40 83 Strong 18 
2 Open 511 43 True 40 84 Exotic 17 
3 Available 448 44 Intimate 37 85 Floating 17 
4 Hot 307 45 Costumed 36 86 Healthy 17 
5 Private 290 46 Challenging 35 87 Shared 17 
6 Popular 227 47 Experienced 34 88 Sunny 17 
7 Natural 221 48 Official 34 89 Wet 17 
8 Guided 174 49 Handmade 33 90 Able 16 
9 Accessible 166 50 Renovated 33 91 Successful 16 
10 Famous 155 51 Distinctive 32 92 Amateur 15 
11 Award-winning 115 52 Acclaimed 31 93 Botanical 15 
12 Classic 110 53 Clear 30 94 Certified 15 
13 Favorite 108 54 Creative 28 95 Evergreen 15 
14 Wild 105 55 Lively 28 96 Fast 15 
15 Warm 104 56 Dry 27 97 Pure 15 
16 Complimentary 101 57 Safe 27 98 Difficult 14 
17 Required 96 58 Decorative 26 99 Welcoming 14 
18 Restored 94 59 Protected 26 100 Exclusive 13 
19 Rental 89 60 Alive 25 101 Famed 13 
20 Renowned 85 61 Intermediate 25 102 Knowledgeable 13 
21 Quiet 81 62 Individual 24 103 Migrating 13 
22 Gourmet 77 63 Thriving 24 104 Reasonable 13 
23 Professional 74 64 Celebrated 23 105 Uncrowded 13 
24 Diverse 70 65 Expert 23 106 Warmer 13 
25 Different 66 66 Secret 23 107 Busy 12 
26 Casual 59 67 Bustling 22 108 Handcrafted 12 
27 Authentic 58 68 Home-cooked 22 109 Patriotic 12 
28 Groomed 57 69 Innovative 22 110 Remodeled 12 
29 Decorated 54 70 Simple 22 111 Basic 11 
30 Active 52 71 Necessary 21 112 Craft 11 
31 Homemade 50 72 Noted 21 113 Dead 11 
32 Interpretive 49 73 Family-oriented 21 114 Typical 11 
33 Cool 48 74 Specific 21 115 Distinguished 10 
34 Important 48 75 Discounted 20 116 Frozen 10 
35 Closed 47 76 Distinct 20 117 Independent 10 
36 Affordable 46 77 Proud 20 118 Lazy 10 
37 Real 46 78 Upscale 20 119 Narrated 10 
38 Cold 42 79 Adventurous 19 120 Personalized 10 
39 Panoramic 42 80 Primitive 19 121 Roaring 10 
40 Clean 40 81 Festive 18 122 Skiable 10 
41 Hard 40 82 Formal 18 123 Temperate 10 
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Table 1.3 SQE descriptors in the American sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Full 329 19 Abundant 44 37 Shallow 22 
2 Largest 288 20 Extra 44 38 Massive 20 
3 Big 217 21 Whole 44 39 Maximum 20 
4 Long 212 22 Highest 42 40 Moderate 20 
5 Small 204 23 Single 42 41 Broad 19 
6 Several 154 24 Endless 40 42 Extended 19 
7 Large 144 25 Eclectic 36 43 Minimum 19 
8 Complete 109 26 Various 34 44 Ample 16 
9 Major 100 27 Longest 33 45 Expansive 16 
10 Little 92 28 Smaller 31 46 Heavy 16 
11 Short 87 29 Huge 30 47 Narrow 16 
12 Wide 83 30 Low 29 48 Sweeping 16 
13 Extensive 75 31 Varied 29 49 Highest 15 
14 Deep 70 32 Biggest 26 50 Tallest 14 
15 Numerous 69 33 Longer 24 51 Comprehensive 13 
16 Vast 52 34 Miniature 24 52 Unlimited 13 
17 Double 46 35 Plentiful 23 53 Tiny 12 
18 Giant 45 36 Larger 22    
 
 
Table 1.4 L descriptors in the American sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Local 342 13 Paved 42 25 Statewide 16 
2 Outdoor 319 14 Sandy 42 26 Quick 16 
3 Near 243 15 Rugged 40 27 Roadside 15 
4 Nearby 154 16 Remote 37 28 Closer 14 
5 Indoor 146 17 Rustic 36 29 Snowy 14 
6 Close 143 18 Secluded 35 30 Scattered 13 
7 Spacious 79 19 Urban 30 31 Dotted 12 
8 Coastal 75 20 Steep 21 32 Serene 12 
9 Nestled 64 21 Forested 20 33 Dense 10 
10 Direct 62 22 Closest 17 34 Farther 10 
11 Wooded 48 23 Seaside 17    
12 Rural 43 24 Offshore 16    
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Table 1.5 T descriptors in the American sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Historic 656 13 Young 61 25 Recent 16 
2 New 531 14 Former 37 26 Tidal 16 
3 Old 395 15 Newest 37 27 Continuous 15 
4 Annual 255 16 Vintage 37 28 Prior 15 
5 Fresh 188 17 Latest 31 29 Frequent 14 
6 Early 168 18 Rare 31 30 Monthly 13 
7 Daily 153 19 Ancient 29 31 Prehistoric 13 
8 Historical 133 20 Permanent 25 32 Earliest 11 
9 Traditional 133 21 Regular 25 33 Occasional 11 
10 Oldest 96 22 Freshest 19 34 Perennial 11 
11 Modern 83 23 Final 17 35 Timeless 10 
12 Contemporary 79 24 Temporary 17    
 
Table 1.6 C descriptors in the American sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Blue 155 6 Colorful 53 11 Lighted 22 
2 Green 144 7 Brown 45 12 Sparkling 16 
3 White 134 8 Yellow 25 13 Bright 13 
4 Red 99 9 Gray 24    
5 Black 90 10 Dark 22    
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APPENDIX 2 Raw data for the British sub-corpus 
Table 2.1 EE descriptors in the British sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Great 368 34 Outstanding 58 67 Exhilarating 23 
2 Beautiful 334 35 Pleasant 58 68 Enchanting 21 
3 Best 263 36 Unusual 58 69 Exquisite 21 
4 Good 233 37 Breathtaking 57 70 Majestic 21 
5 Special 202 38 Delightful 54 71 Stylish 21 
6 Excellent 198 39 Charming 52 72 Exceptional 20 
7 Spectacular 188 40 Elegant 51 73 Enjoyable 19 
8 Ideal 185 41 Interesting 47 74 Superior 18 
9 Unique 181 42 Peaceful 46 75 Mighty 17 
10 Top 168 43 Relaxing 45 76 Remarkable 17 
11 Easy 166 44 Amazing 44 77 Greatest 16 
12 Magnificent 151 45 Fantastic 43 78 Premium 16 
13 Perfect 136 46 Gentle 39 79 Mysterious 15 
14 Wonderful 124 47 Luxurious 39 80 Striking 15 
15 Fine 122 48 Better 38 81 Ultimate 15 
16 Stunning 117 49 Magical 38 82 Unforgettable 15 
17 Fun 112 50 Unspoilt 38 83 Easier 13 
18 Superb 110 51 Vibrant 36 84 Powerful 13 
19 Fascinating 103 52 Romantic 35 85 Thrilling 13 
20 Picturesque 100 53 Quaint 33 86 Fancy 12 
21 Friendly 99 54 Tranquil 33 87 Helpful 12 
22 Attractive 85 55 Cosy 32 88 Mild 12 
23 Dramatic 83 56 Happy 31 89 Brilliant 11 
24 Comfortable 80 57 Imposing 31 90 Smooth 11 
25 Finest 78 58 Legendary 31 91 Sumptuous 11 
26 Exciting 75 59 Convenient 28 92 Commanding 10 
27 Impressive 75 60 Delicious 28 93 Energetic 10 
28 Rough 75 61 Memorable 28 94 Extraordinary 10 
29 Scenic 75 62 Fabulous 27 95 Glamorous 10 
30 Lovely 69 63 Glorious 26 96 Hearty 10 
31 Luxury 68 64 Splendid 25 97 Prettiest 10 
32 Pretty 63 65 Premier 24 98 Refreshing 10 
33 Essential 60 66 Relaxed 24 99 Unrivalled 10 
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Table 2.2 MD descriptors in the British sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Open 541 42 Independent 33 83 Successful 17 
2 Available 444 43 Safe 32 84 Payable 16 
3 Famous 245 44 Wet 32 85 Prominent 16 
4 Free 232 45 Difficult 30 86 Protected 16 
5 Private 210 46 Heated 30 87 Qualified 16 
6 Natural 172 47 Lush 30 88 Celebrated 15 
7 Wild 132 48 Well-preserved 30 89 Competitive 15 
8 Guided 121 49 Adventurous 29 90 Elevated 15 
9 Popular 112 50 Clear 29 91 Enclosed 15 
10 Quiet 104 51 Exclusive 29 92 Reasonable 15 
11 Rich 100 52 Strong 27 93 Acclaimed 14 
12 Different 95 53 Official 26 94 Detailed 14 
13 Award-winning 77 54 Exotic 25 95 Fashionable 14 
14 Accessible 76 55 Diverse 24 96 Trained 14 
15 Suitable 71 56 Thriving 24 97 Authentic 13 
16 Warm 66 57 Wooden 24 98 Recognised 13 
17 Possible 65 58 Distinctive 23 99 Ruined 13 
18 Renowned 62 59 Liable 23 100 Shared 13 
19 Varied 60 60 Licensed 23 101 Spoilt 13 
20 Experienced 57 61 Appropriate 22 102 Trendy 13 
21 Lively 55 62 Flexible 22 103 Typical 13 
22 Personal 53 63 Secret 22 104 Valid 13 
23 Circular 51 64 Surviving 22 105 Visible 13 
24 Dedicated 51 65 Alive 21 106 Woollen 13 
25 Busy 49 66 Cold 21 107 Attached 12 
26 Able 46 67 Refurbished 21 108 Creative 12 
27 Classic 46 68 Useful 21 109 Plain 12 
28 Flat 46 69 Prestigious 20 110 Raised 12 
29 Fast 44 70 Basic 19 111 Atmospheric 11 
30 Professional 44 71 Coarse 19 112 Demanding 11 
31 Festive 41 72 Correct 19 113 Discounted 11 
32 Bustling 40 73 Inclusive 19 114 Disused 11 
33 Panoramic 40 74 Painted 19 115 Informal 11 
34 True 40 75 Proud 19 116 Loyal 11 
35 Hot 39 76 Complimentary 18 117 Reconstructed 11 
36 Formal 36 77 Interactive 18 118 Restricted 11 
37 Particular 36 78 Keen 18 119 Serious 11 
38 Welcoming 36 79 Dry 17 120 Careful 10 
39 Challenging 35 80 Simple 17 121 Defined 10 
40 Hard 35 81 Soft 17 122 Rapid 10 
41 Active 33 82 Steady 17 123 Secure 10 
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Table 2.3 SQE descriptors in the British sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Small 311 15 Extensive 81 29 Vast 27 
2 Full 293 16 Highest 66 30 Larger 23 
3 Short 224 17 Varied 60 31 Longest 23 
4 Long 220 18 Whole 57 32 Comprehensive 22 
5 Large 195 19 Deep 50 33 Tall 22 
6 Double 178 20 Huge 49 34 Stocked 16 
7 Extra 155 21 Grand 47 35 Sweeping 15 
8 Wide 152 22 Numerous 46 36 Massive 12 
9 Single 147 23 Various 45 37 Unlimited 12 
10 Little 141 24 Low 44 38 Broad 11 
11 Largest 131 25 Limited 41 39 Grande 10 
12 Major 104 26 Longer 41 40 Miniature 10 
13 Complete 96 27 Tiny 40 41 Shorter 10 
14 Big 85 28 Smaller 30 42 Smallest 10 
 
 
Table 2.4 L descriptors in the British sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Local 397 12 Wooded 67 23 Exposed 13 
2 Close 178 13 Hidden 58 24 Closer 12 
3 Near 172 14 Direct 58 25 Fortified 12 
4 Spacious 126 15 Steep 56 26 Isolated 12 
5 Coastal 118 16 Adjacent 45 27 Nestled 12 
6 Sandy 104 17 Rugged 42 28 Neighbouring 11 
7 Indoor 88 18 Walled 42 29 Paved 11 
8 Outdoor 88 19 Rocky 40 30 Distant 10 
9 Far 85 20 Secluded 32 31 Offshore 10 
10 Rural 81 21 Adjoining 19    
11 Nearest 72 22 Hilly 14    
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Table 2.5 T descriptors in the British sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Old 309 10 Annual 55 19 Prehistoric 29 
2 New 288 11 Regular 52 20 Recent 28 
3 Traditional 211 12 Rare 51 21 Seasonal 17 
4 Historic 183 13 Historical 50 22 Frequent 14 
5 Modern 177 14 Contemporary 49 23 Occasional 14 
6 Ancient 165 15 Young 44 24 Earliest 13 
7 Medieval 129 16 Final 38 25 Immediate 13 
8 Fresh 69 17 Mature 34 26 Permanent 12 
9 Oldest 55 18 Latest 33 27 Timeless 11 
 
Table 2.6 C descriptors in the British sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Green 182 6 Golden 48 11 Floodlit 13 
2 Black 116 7 Colourful 37 12 Sparkling 13 
3 White 106 8 Dark 30 13 Coloured 10 
4 Red 74 9 Grey 24    
5 Blue 68 10 Bright 17    
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APPENDIX 3 Raw data for the Canadian sub-corpus 
Table 3.1 EE descriptors in the Canadian sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Great 667 33 Superb 51 65 Hearty 24 
2 Best 363 34 Unspoiled 49 66 Peaceful 24 
3 Scenic 293 35 Stunning 48 67 Powerful 24 
4 Beautiful 278 36 Impressive 45 68 Tranquil 24 
5 Spectacular 276 37 Luxury 44 69 Convenient 23 
6 Unique 207 38 Cozy 42 70 Delightful 23 
7 Excellent 192 39 Delicious 42 71 Extraordinary 23 
8 Top 186 40 Dramatic 42 72 Extreme 23 
9 Good 164 41 Exceptional 42 73 Awe-inspiring 21 
10 Special 145 42 Attractive 41 74 Significant 19 
11 Fun 143 43 Vibrant 41 75 Unparalleled 19 
12 Fine 136 44 Amazing 39 76 Cosy 17 
13 Easy 125 45 Fabulous 39 77 Remarkable 17 
14 Perfect 113 46 Interesting 39 78 Splendid 17 
15 Comfortable 112 47 Gentle 38 79 Sweet 17 
16 Picturesque 112 48 Memorable 38 80 Gorgeous 16 
17 Magnificent 104 49 Prime 37 81 Happy 16 
18 Friendly 86 50 Pleasant 36 82 Magical 16 
19 Pristine 86 51 Quaint 36 83 Smooth 16 
20 Breathtaking 85 52 Greatest 35 84 Trendy 16 
21 Exciting 83 53 Lovely 35 85 Pretty 15 
22 Finest 70 54 Romantic 35 86 Thrilling 15 
23 Majestic 70 55 Awesome 34 87 Glorious 14 
24 Charming 66 56 Better 33 88 Tasty 14 
25 Superior 63 57 Fantastic 30 89 Precious 13 
26 Incredible 61 58 Mighty 29 90 Soothing 12 
27 Ideal 59 59 Relaxed 29 91 Dazzling 11 
28 Wonderful 57 60 Luxurious 28 92 Inviting 11 
29 Unforgettable 56 61 Premier 28 93 Unusual 11 
30 Relaxing 55 62 Elegant 27 94 Mysterious 10 
31 Fascinating 54 63 Enjoyable 27 95 Unbelieveable 10 
32 Legendary 54 64 Exhilarating 24    
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Table 3.2 MD descriptors in the Canadian sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Available 483 45 Expert 38 89 Particular 18 
2 Free 305 46 Real 38 90 Similar 18 
3 Natural 302 47 Advanced 35 91 Decorated 17 
4 Guided 288 48 Busy 34 92 Organized 17 
5 Open 240 49 Casual 32 93 Certified 16 
6 Hot 225 50 Hard 32 94 Detailed 16 
7 Private 190 51 Official 32 95 Endangered 16 
8 Wild 181 52 Soft 32 96 Visible 16 
9 Popular 176 53 Authentic 30 97 Affordable 15 
10 Famous 167 54 Dry 30 98 Independent 15 
11 Cultural 158 55 Wooden 30 99 Typical 15 
12 Rich 149 56 Alive 29 100 Untamed 15 
13 Interpretive 126 57 Thriving 29 101 Costumed 14 
14 Accessible 120 58 Custom 27 102 Creative 14 
15 Experienced 104 59 Dedicated 27 103 Famed 14 
16 Warm 104 60 Strong 27 104 Prohibited 14 
17 Renowned 97 61 Adventurous 26 105 Responsible 14 
18 Challenging 83 62 Effective 26 106 Restricted 14 
19 Clear 80 63 Well-
preserved 
26 107 Suitable 14 
20 Quiet 79 64 Abandoned 24 108 Culinary 13 
21 Diverse 75 65 Standard 24 109 Elusive 13 
22 True 73 66 Active 23 110 Escorted 13 
23 Different 70 67 Bustling 23 111 Healthy 13 
24 Personal 64 68 Customized 23 112 Likely 13 
25 Frozen 63 69 Educational 23 113 Reasonable 13 
26 Clean 62 70 Intimate 23 114 Roaring 13 
27 Public 61 71 Necessary 23 115 Serious 13 
28 Cold 59 72 Pure 23 116 Trained 13 
29 Licenced 59 73 Secret 23 117 Calm 12 
30 Recreational 59 74 Separate 23 118 Helpful 12 
31 Favourite 52 75 Distinct 22 119 Warmer 12 
32 Novice 51 76 Furnished 21 120 Dynamic 11 
33 Possible 51 77 Permitted 21 121 Eager 11 
34 Vertical 51 78 Uncrowded 21 122 Innovative 11 
35 Panoramic 50 79 Valid 21 123 Lucky 11 
36 Classic 47 80 Interactive 20 124 Simple 11 
37 Professional 47 81 Successful 20 125 Careful 10 
38 Common 46 82 Difficult 19 126 Knowledgeable 10 
39 Ready 43 83 Proud 19 127 Multicultural 10 
40 Safe 41 84 Able 18 128 Refundable 10 
41 Heated 40 85 Distinctive 
 
18 129 Reliable 10 
42 Important 40 86 Exotic 18 130 Renovated 10 
43 Complimentary 39 87 Home-cooked 18 131 Silent 10 
44 Gourmet 39 88 Lively 18 132 Wise 10 
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Table 3.3 SQE descriptors in the Canadian sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Largest 320 22 Towering 52 43 Thick 23 
2 Full 313 23 Lower 49 44 Plentiful 21 
3 Long 241 24 Giant 48 45 Deeper 20 
4 Small 237 25 Additional 47 46 Heavy 18 
5 Big 211 26 Endless 44 47 Unlimited 18 
6 Large 150 27 Low 43 48 Ample 16 
7 Little 137 28 Abundant 41 49 Deepest 16 
8 Deep 123 29 Various 40 50 Eclectic 16 
9 Short 122 30 Extra 38 51 Sweeping 16 
10 Wide 118 31 Biggest 36 52 Bountiful 14 
11 Major 109 32 Smaller 36 53 Mixed 14 
12 Vast 108 33 Maximum 35 54 Stocked 14 
13 Double 93 34 Tiny 33 55 Triple 14 
14 Complete 88 35 Massive 32 56 Extended 12 
15 Highest 80 36 Narrow 31 57 Shorter 12 
16 Numerous 71 37 Limited 30 58 Expansive 11 
17 Extensive 68 38 Larger 29 59 Smallest 11 
18 Longest 66 39 Varied 26 60 Comprehensive 10 
19 Single 63 40 Countless 23 61 Tremendous 10 
20 Minimum 55 41 Longer 23    
21 Huge 53 42 Tall 23    
 
Table 3.4 L Descriptors in the Canadian sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Local 302 17 Granite 37 33 Scattered 17 
2 Outdoor 256 18 Barren 31 34 Dense 16 
3 Rocky 180 19 Rural 28 35 Farther 16 
4 Coastal 170 20 Adjacent 26 36 Snowy 15 
5 Rugged 148 21 Sheltered 24 37 Inner 14 
6 Remote 116 22 Spacious 24 38 Serene 14 
7 Sandy 113 23 Fertile 21 39 Virgin 14 
8 Close 108 24 Paved 20 40 Crisp 13 
9 Far 62 25 Hidden 19 41 Mountainous 13 
10 Rustic 62 26 Rough 19 42 Quick 13 
11 Indoor 59 27 Untouched 19 43 Grassy 11 
12 Inland 57 28 Wooded 19 44 Rainy 11 
13 Steep 53 29 Forested 18 45 Exposed 10 
14 Nestled 45 30 Offshore 18 46 Northerly 10 
15 Urban 40 31 Direct 17    
16 Secluded 38 32 Nearest 17    
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Table 3.5 T descriptors in the Canadian sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 Historic 392 10 Fresh 64 19 Latest 16 
2 New 377 11 Rare 64 20 Older 16 
3 Old 261 12 Former 38 21 Contemporary 15 
4 Traditional 141 13 Seasonal 30 22 Seasoned 13 
5 Historical 102 14 Young 29 23 Newest 12 
6 Annual 96 15 Final 27 24 Earliest 11 
7 Ancient 92 16 Frequent 25 25 Old-fashioned 11 
8 Modern 89 17 Permanent 19 26 Ongoing 10 
9 Oldest 86 18 Regular 18 27 Prehistoric 10 
 
Table 3.6 C descriptors in the Canadian sub-corpus 
N Word Freq. N Word Freq. N Word Freq. 
1 White 240 6 Colourful 79 11 Dark 20 
2 Blue 202 7 Grey 44 12 Hunter-
orange 
20 
3 Black 174 8 Yellow 33 13 Bright 17 
4 Red 136 9 Sparkling 32 14 Gray 16 
5 Green 108 10 Golden 28    
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SUOMENKIELINEN TIIVISTELMÄ 
 
Matkailuala on nykyään yksi maailman suurimmista aloista ja sen vaikutus sekä työllisyyteen 
että hyvinvointiin on kiistämätön lähes joka puolella maapalloa. Matkailualan kielenkäyttöä 
on kuitenkin edelleen tutkittu harvinaisen vähän, vaikka matkailua itsessään on tutkittu 
etenkin kaupallisen alan toimesta hyvinkin paljon. Markkinointi, eli tässä tapauksessa 
asiakkaiden houkutteleminen, on matkailuyrittäjän kannalta äärimmäisen tärkeää ja 
matkailumarkkinointi onkin ollut usein tutkimusten keskipisteenä. Matkailumarkkinoinnista 
on tehty lukemattomia erilaisia teoreettisia malleja, mutta matkailumarkkinoinnin diskurssi on 
ollut hyvin harvoin tutkimuksen kohteena. Tämän tutkimuksen tarkoituksena on tutkia 
matkailun diskurssia kolmen englantia äidinkielenään puhuvan alueen englanninkielisissä 
matkailuesitteissä. Nämä alueet ovat Yhdysvallat, Kanada sekä Britteinsaaret.  
 
Mielenkiinto aiheeseen on syntynyt jo ennen yliopistoa matkailuesitteitä lukiessa. Toiset 
esitteet ovat aina tuntuneet kielellisesti mielenkiintoisemmilta ja houkuttelevammilta kuin 
toiset. Varsinkin suomalaiset esitteet ovat vaikuttaneet ulkomaalaisiin, etenkin englanniksi 
kirjoitettuihin, verrattuna kovin mielikuvituksettomilta ja jopa tylsiltä. Tästä syystä 
alkuperäisenä ajatuksena oli vertailla suomalaisia englanniksi kirjoitettuja matkailuesitteitä 
englantia äidinkielenään puhuvien maiden esitteisiin ja tutkia niistä löytyviä eroja. Päädyin 
kuitenkin lopulta vertailemaan pelkästään englanninkielisten alueiden matkailuesitteitä, koska 
suomalaisia esitteitä tutkiessa pitäisi ottaa huomioon se, että ne on todennäköisesti käännetty 
suomesta englanniksi. Amerikkalaisia, kanadalaisia ja brittiläisiä esitteitä lukiessani tulin 
siihen tulokseen, että ehdottomasti tärkein tekstin houkuttelevuuteen vaikuttava asia on 
adjektiivien käyttö. Adjektiivien käyttö nostetaankin matkailualan kielenkäytön teorioissa 
vahvasti esille yhtenä alan näkyvimmistä ja tärkeimmistä ominaisuuksista. Hyvin valituilla 
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adjektiiveilla voidaan esimerkiksi luoda mielikuva vastustamattomasta matkailukohteesta tai 
ntää negatiiviseksi puoleksi ajateltava ominaisuus positiiviseksi. Tästä syystä päädyin 
vertailemaan näiden kolmen edellämainitun englanninkielisen alueen matkailuesitteiden 
adjektiivien käyttöä.  
 
Tämän tutkimuksen teoriaosuudessa käsitellään ensiksi mainostuksen roolia matkailussa ja 
miksi matkailuesitteillä on edelleen tärkeä tehtävä matkailumarkkinoinnissa. Morgan ja 
Pritchard (2000) nostavat mainostuksen jopa matkailumarkkinoinnin tärkeimmäksi osa-
alueeksi, sillä ennen itse matkaa asiakas ei voi saada tuotteesta mitään konkreettista tai käsin 
kosketeltavaa. Matkailutuote on myös aina yksilöllinen kokemus eikä sitä voi koeajaa ennen 
ostopäätöksen tekemistä. Tästä syystä Morgan ja Pritchard (2000) kuvailevat 
matkailumarkkinointia unelmien ja illuusioiden myymiseksi. Matkailuesitteen roolia 
matkailumarkkinoinnissa on pidetty viime vuosikymmeninä ehkä jopa kaikkein tärkeimpänä 
osana koko mainostusstrategiaa. Nykyään Internet on toki vallannut merkittävän osan 
matkailumarkkinoinnista, mutta esitteiden tärkeys heijastuu esimerkiksi siinä, että monet 
matkailuyrittäjät ovat muuntaneet esitteensä elektronisiksi ja tarjoavat niitä paperiversioiden 
lisäksi nettisivuillaan ladattavassa muodossa.  Matkailuesite teho syntyy siitä, että se on 
yleensä lyhyt ja ytimekäs ja sen tehtävä on herättää potentiaalisen asiakkaan mielenkiinto 
mahdollisimman nopeasti. Sen takia adjektiivien käyttö on esitteissä niin suuressa roolissa, 
koska niiden avulla voidaan tehokkaasti ja monipuolisesti kehua omaa tuotetta. 
 
Tämän jälkeen tutkimuksen teoriaosuus jatkuu matkailuun erikoistuneen englanninkielen 
määrittelmisellä ja siinä yleisesti käytettävien tekniikoiden esittelyllä, joiden käyttöä tämänkin 
tutkimuksen kohteena olevista matkailuesitteistä löytyy runsaasti. Vaikka 
matkailumarkkinoinnin kielenkäyttöä on tutkittu suhteessa markkinoinnin muihin osa-
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alueisiin vähän, löytyy matkailun diskurssista tiettyjä piirteitä, joista kaikki tutkijat ovat 
yleisesti samaa mieltä. Matkailumarkkinoinnin kieleen kuuluu oleellisena osana mm. runsas 
adjektiivien, epiteettien sekä superlatiivien käyttö. Esittelen tutkimuksessa 
matkailumarkkinoinnin kielenkäytölle oleellisista tekniikoista viisi, joiden esiintymistä ja 
käyttöä vertailen myöhemmin tutkimuksen tulososiossa. Näistä tekniikoista ehdottomasti 
yleismmiksi ja tärkeimmiksi nousevat euforiatekniikka (euphoria technique), avainsanojen 
käyttö (key words) sekä niin kutsuttu egon targetointi (ego-targeting).  
 
Euforiatekniikka tarkoittaa matkailumarkkinoinnin tapaa puhua kohteesta aina 
mahdollisimman ylistävästi ja kehuvasti. Matkailuesitteissä ei ikinä törmää keskinkertaisiin 
tai normaaleihin asioihin, vaan kaikki on erityisen isoa, hienoa tai hyvää. Avainsanojen käyttö 
puolestaan tarkoittaa esitteen tai tekstin kirjoittajan tapaa käyttää tiettyjä sanoja, joita se 
olettaa asiakkaan hakevan tai olevan vailla. Esimerkiksi sanat romanttinen, ilmainen ja 
pakopaikka edustavat avainsanoja, joiden toivotaan erityisesti kiinnittävän lukijan huomio. 
Lopuksi, egon targetointi tarkoittaa matkailuesitteiden tapaa käyttää paljon sinä-rakenteita 
joilla yritetään tavoittaa asiakas luomalla kuva yksilöllisestä ja uniikista kohteesta. Vaikka 
tässä tutkimuksessa ei adjektiiveja tutkittaessa varsinaisesti sinä-rakenteisiin keskitytäkään, 
egon targetointi tulee ilmi myös tietyissä adjektiivivalinnoissa, kuten sanoissa uniikki, 
yksityinen tai oma. Tässä tutkimuksessa kiinnitetään adjektiivien käytössä huomiota erityisesti 
siihen, eroaako näiden erilaisten matkailumarkkinoinnin tekniikoiden käyttö alueiden välillä. 
 
Adjektiivien käyttöä matkailun diskurssissa sekä matkailuesitteissä on tutkittu myös ennen 
tätä tutkimusta mutta hieman eri näkökulmista tai eri metodologialla. Näistä kaikista tärkein 
tälle tutkimukselle on Karhusen pro gradu –tutkielma vuodelta 2006, joka toimi eräänlaisena 
lähtöpisteenä tälle tutkimukselle. Karhunen käytti tutkimuksessaan osittain samaa korpusta ja 
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hänellä oli hyvin samanlainen lähtöasetelma. Myös hänen mielestä toiset matkailuesitteet 
vaikuttavat selkeästi mielenkiintoisemmilta kuin toiset ja myös hän päätyi tutkimaan 
adjektiivien käyttöä matkailuesitteissä. Koska Karhunen oli käännöstieteen opiskelija, vertaili 
hän tutkimuksessaan brittiläisiä matkailuesitteitä suomalaisiin englanniksi kirjoitettuihin 
esitteisiin, eikä pelkästään englantia äidinkielenään puhuvien alueiden esitteitä kuten tehdään 
tässä tutkimuksessa.  
 
Karhunen päätyi omassa tutkimuksessaan siihen tulokseen, että mikäli suomalaisissa ja 
brittiläisissä matkailuesitteissä on eroja, ne eivät tule ilmi adjektiivien käytössä. Minä en ollut 
hänen tutkimukseen täysin tyytyväinen, sillä vaikka Karhunen halusi selvittää selittyykö 
brittiläisten esitteiden luoma mielenkiintoisempi tai houkuttelevampi mielikuva juuri 
adjektiivien käytöllä, hänen tutkimuksessaan käsiteltiin suurelta osin adjektiiveja joilla ei ole 
lähes mitään vaikutusta tähän houkuttelevan kuvan luomiseen. Tutkimusongelman löysä 
rajaaminen metodologiassa heikentää tai vääristää helposti tuloksia ja esimerkiksi tässä 
tapauksessa Karhunen päätyi lopulta siihen tulokseen, että adjektiivit eivät luo tätä eroa, 
koska sekä suomalaisissa että brittiläisissä matkailuesitteissä käytetään yhteensä lähes yhtä 
paljon adjektiiveja. Minun mielestäni paneutumalla tarkemmin kuvaileviin, houkutteleviin ja 
ylistäviin adjektiiveihin matkailuesitteissä olisi voitu saada aikaan selkempiä eroja. Tästä 
syystä käytin Karhusen kanssa yhtenevää lähtökohtaa, mutta muokkasin metodologiaa 
paremmin omaan tutkimukseeni sopivaksi.  
 
Tämän tutkimuksen metodologia perustuu sekä kvalitatiiviseen että kvantitatiiviseen 
tutkimukseen. Tutkimuksen aineisto saatiin Michael Wilkinsonin Joensuun yliopistolle 
vuonna 2004 kokoamasta turismikorpuksesta ja se koostui yhteensä 101:stä internetistä 
ladatusta englanninkielisestä matkailuesitteestä, jotka olivat pituudeltaan vaihtelevia. Näistä 
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esitteistä 28 oli amerikkalaisia, 37 brittiläisiä ja 36 kanadalaisia. Esitteistä luotiin WordSmith 
Tools –ohjelmaa käyttäen kolme erillistä korpusta kunkin alueen mukaan. Korpuksista 
muodostettiin sanalistat, jotka järjestettiin sanojen lukumäärän mukaan. Sanalistoista 
poistettiin kaikki artikkelit sekä numerot, koska WordSmith Tools ei tehnyt sitä 
automaattisesti. Tämän jälkeen sanalistat käytiin läpi manuaalisesti ja niistä eroteltiin kaikki 
adjektiivit.  
 
Kuten jo mainittu, tähän tutkimukseen ei kuitenkaan sisällytetty kaikkia esitteistä löytyviä 
adjektiiveja, koska vain osa adjektiiveista osallistuu positiivisen kuvan luomiseen ja 
potentiaalisen asiakkaan houkuttelemiseen. Tutkimuksen perustana käytettiin Downing ja 
Locken (2002) luomaa semanttista kategoriointia, jossa adjektiivit jaoteltiin kahteen 
pääryhmään: määrittelevät (classifiers) ja kuvailevat (descriptors). Näistä määrittelevät 
adjektiivit ovat sellaisia, joiden tärkeimpänä tehtävänä on substantiivien luokittelu ja 
merkityksen rajoittaminen. Esimerkiksi adjektiivit kokonainen, amerikkalainen ja kemiallinen 
kuuluvat näihin. Koska tähän luokkaan kuuluvat adjektiivit eivät osallistu siihen tekstin 
värittämiseen, joka matkailun diskurssissa on niin olennaista, päätin jättää ne pois tästä 
tutkimuksesta kokonaan. Tämä mahdollisti täyden keskittymisen kuvaileviin adjektiiveihin, 
jotka ovat tälle tutkimukselle huomattavasti tärkeämpiä. Tälläisiä adjektiiveja ovat 
esimerkiksi mahtava, kaunis ja romanttinen. Tämän kaltaiset adjektiivit ovat juuri niitä, jotka 
ovat matkailuesitteen kielen rikastuttamisessa kaikkein tärkeimpiä ja jotka vaikuttavat siihen 
mielikuvaan, joka oli sekä tämän että Karhusen tutkimuksen lähtökohtana; toiset 
matkailuesitteet ovat selvästi houkuttelevampia tai mielenkiintoisempia kuin toiset.  
 
Downing ja Locke (2002) jakavat kuvailevat adjektiivit vielä viiteen kategoriaan: 
 
80 
 
1. Väriä tai kirkkautta kuvaavat (C) 
2. Kokoa, laajuutta tai määrää kuvailevat (SQE) 
3. Aikaa, ikää tai yleisyyttä kuvaavat (T) 
4. Tunnepitoiset ja arvostelevat (EE) 
5. Sekalaiset kuvailevat (MD) 
 
Näiden viiden kategorian lisäksi muodostin yhden uuden ryhmän, jonka koin puuttuvan tästä 
luokittelusta erityisesti matkailun diskurssia tutkittaessa: 
 
6. Sijaintia, paikkaa tai etäisyyttä kuvailevat (L) 
 
Lopullinen aineisto jota tutkimuksessa tarkasteltiin, muodostui siis näihin kuuteen ryhmään 
kuuluvista adjektiiveista. Näihin ryhmiin kuulumisen lisäksi adjektiivien piti täyttää vielä 
kaksi viimeistä kriteeriä, joiden avulla aineiston koko pyrittiin pitämään helpommin 
käsiteltävänä ja tulokset yleistettävämpinä. Adjektiivia piti löytyä kyseisestä korpuksesta 
vähintään kymmenen kappaletta ja vähintään kolmesta eri esitteestä. Kunkin kolmen alueen 
dataan sisältyi lopulta noin 300-400 erillistä adjektiivia, joista yleisimmät esiintyivät 
korpuksissa useita satoja kertoja.  
 
Tuloksia analysoitaessa näistä kuudesta kategoriasta minun tutkimukselleni ehdottomasti 
tärkeimmät olivat kategoriat 4 ja 5 eli EE- ja MD-ryhmät. EE-ryhmään kuuluu kaikki ne 
adjektiivit, jotka ilmaisevat jollain tavalla mielipiteitä eikä todistettavia faktoja. Tässä 
ryhmässä ovat esimerkiksi kaikki matkailunähtävyyksiä ylistävät adjektiivit, kuten kaunis, 
mahtava tai täydellinen. Esitteen lukijaa, eli potentiaalista asiakasta, houkuteltaessa tämän 
ryhmän adjektiivit ovat kaikkein tärkeimpiä. Siitä syystä tämän ryhmän adjektiiveihin 
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keskitytään tutkimuksessa eniten. Myös MD-ryhmä on oleellinen matkailuesitteiden 
adjektiiveista puhuttaessa, sillä siihen kategorioidaan kaikki muihin ryhmiin kuulumattomat 
adjektiivit ja tämä tekee siitä erittäin monipuolisen. Vaikka MD-ryhmän sanat eivät olekaan 
EE-ryhmän tavoin suoraan matkailukohdetta ylistäviä tai kehuvia, siihen sisältyviä 
adjektiiveja voidaan hyödyntää kaikkien ennalta mainittujen matkailun diskurssin 
tekniikoiden kanssa. Toisaalta ryhmän monipuolisuus tekee sen tukimisesta haastavaa, eikä 
sitä tämän kokoluokan tutkimuksessa voidakaan tarkastella niin yksityiskohtaisesti, kuin 
paljon yhtenäisempää EE-ryhmää. 
 
Tutkimuksen tulokset osoittivat, että kvantitatiivisesta näkökulmasta amerikkalaisten, 
brittiläisten ja kanadalaisten matkailuesitteiden tavoissa käyttää adjektiiveja oli merkittäviä 
tilastollisia eroja. Ryhmien väliset erot adjektiivien tyyppien määrissä eivät olleet 
tilastollisesti merkittäviä, mutta korpuksissa käytettyjen adjektiivien kokonaismäärien erot 
olivat. Merkittävimmäksi yksittäiseksi eroksi nousi tuloksista se, että brittiläiset 
matkailuesitteet käyttävät selvästi enemmän EE-ryhmään kuuluvia tunnepitoisia ja 
arvostelevia adjektiiveja, eli niitä joiden rooli tekstin värittämisessä lukijalle on kaikkein 
tärkein. Tämän lisäksi brittiläiset matkailuesitteet eivät käyttäneet näitä vain yhteensä eniten 
vaan myös kaikkein monipuolisimmin. Siinä missä amerikkalaisten ja kanadalaisten 
matkailuesitteiden EE-ryhmän adjektiivien yleismpiä sanoja oli käytetty muita selvästi 
enemmän, brittiläisten esitteiden EE-ryhmän adjektiivien käytössä esiintyi kaikkein eniten 
variaatiota sekä tasaisuutta. Toisaalta vaikka brittiläiset tekstit pyrkivät kehumaan kohteitaan 
enemmän ja monipuolisemmin, amerikkalaiset käyttivät brittejä enemmän egoa targetoivia 
adjektiiveja, joilla he pyrkivät luomaan lukijalle mielikuvan ainutlaatuisesta kohteesta.  
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Laadullisesta näkökulmasta tulokset vahvistivat aiempien tutkimusten tuloksia sen suhteen, 
että vaikka matkailulla on oma erikoistunut diskurssinsa, paikallisella kulttuurilla on silti 
vahva vaikutus matkailuyrittäjien kielenkäyttöön. Tämä näkyy esitteiden sanavalinnoissa ja 
esimerkiksi sekä amerikkalaisten että kanadalaisten esitteiden adjektiivit sisältävät enemmän 
mukavuutta ja vaivattomuutta kuvailevia sanoja, koska he arvostavat matkailussa 
keskimääräistä enemmän helppoutta. Amerikkalaisten esitteiden adjektiiveissa oli myös 
enemmän etymologisesti uskonnollisia sanoja, vaikka niitä ei tässä yhteydessä 
uskonnollisessa kontekstissa käytetäkään. Kanadalaiset matkailuesitteet puolestaan käyttivät 
huomattavasti enemmän perinteisesti luontoon assosioituja adjektiiveja ja brittiläiset 
yhdistivät adjektiivinsa useimmin historiallisiin asioihin. Vaikka brittiläiset matkailuesitteet 
käyttivät enemmän EE-ryhmään kuuluvia nähtävyyksiä kuvailevia adjektiiveja, 
amerikkalaiset ja kanadalaiset esitteet sisälsivät enemmän erikoistuneita adjektiiveja. 
Odotusten mukaisesti kaikkien alueiden esitteille on yhteistä runsas matkailun diskurssin 
tekniikoiden käyttö, joilla pyritään maksimoimaan esitteiden houkuttelevuus. Yleisesti 
tutkimuksen tulokset tukivat sitä hypoteesia, että eri englanninkielisten alueiden matkailun 
kielenkäytössä on pitkälle erikoistuneesta diskurssista huolimatta eroja. 
 
Ongelmalliseksi tässä tutkimuksessa nousi adjektiivien seulominen korpuksista 
muodostetuista sanalistoista. Kaikkien adjektiivien määritteleminen ei ollut niin itsestään 
selvää kuin olisi toivonut. Osaa adjektiiveilta aluksi näyttäneistä sanoista käytettiin esitteissä 
enemmän muissa rooleissa kuin adjektiiveina ja jotkut sanat olisi voitu sijoittaa useampaankin 
eri kuvailevien adjektiivien ryhmään. Adjektiivien lajittelussa käytettiin kuitenkin 
mahdollisimman johdonmukaisia määritelmiä, jotta tulokset eri korpusten välillä olisivat 
vertailukelpoisia.  
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Vaikka tämän tutkimuksen tuloksissa ei noussut esiin mitään mullistavia uusia havaintoja, 
voisivat nämä tulokset olla hyödyksi suomalaiselle matkailuyrittäjälle ymmärtääkseen 
paremmin ulkomaisia matkailijoita erityisesti mainonnassa. Suomalaisten pitäisi käyttää 
adjektiiveja rohkeasti ja keskittyä etenkin EE-ryhmän adjektiivien hyödyntämiseen esitteissä. 
Suomalaiset matkailuesitteet eivät usein pääse amerikkalaisten tai brittiläisten esitteiden 
tasolle houkuttelevuudessaan, joka selittyy osittain kulttuurilla eroilla, sillä suomalaiset eivät 
ole tottuneet kehumaan itseään kuten englanninkielisissä kulttuureissa on yleisemmin tapana. 
Vaikka Karhunen (2006) päätyi tutkimuksessaan siihen tulokseen, että suomalaisten ja 
brittiläisten matkailuesitteden adjektiivien käytöissä ei olisi eroja, uskon että keskittymällä 
etenkin EE ryhmän adjektiiveihin tämän tutkimuksen tapaan eroja olisi löytynyt ja siinä 
olisikin hyvä mahdollisuus jatkotutkimukselle.  
 
